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FOTOSETTER TYPE DESIGNS 


The rapid growth of Intertype’s Foto- 
setter library of type faces is a key asset 
in building your volume. Today the 
choice is ample to meet the needs of 
every class of printing work. 

With the Fotosetter photographic 
line composing machine you can offer 


for the first time perfect fit, any size in 


BROOKLYN 1, CHICAGO 10, SAN FRANCISCO 11, 
LOS ANGELES 15, NEW ORLEANS 10, BOSTON 10. 
TORONTO TYPE FOUNDRY CO., LTD., TORONTO, 
MONTREAL, VANCOUVER, WINNIPEG, HALIFAX. 


all available faces, and absolute sharp- 


ness and evenness of color. 

These advantages—plus the fast- 
growing list of Fotosetter faces—are 
good reasons why it pays to put the 
Fotosetter machine to work in your 
plant. See your Intertype representa- 


tive for the full Fotosetter story. 


Set in Fotosetter Baskerv 


ond Futuras. 





Tscheuditz vs. Tomato... 


Reproduction of a Tscheuditz is a cinch! 
His ultra-abstractionist studies were seen by 
all of 187 ultra-art lovers during his one-man 
show in Paris in 1947. Few people know what 
a Tscheuditz looks like. And fewer care! 

But everybody knows how a tomato looks, 
and should look! Food is the world’s hardest 
subject to reproduce! To hit the prospect’s 
palate and spark sales at the supermarket, the 
color, tone, texture and surface have to be 
somewhat better than nature! 


In the difficult food classification, Intaglio 
serves more of the nation’s largest and best 
food advertisers because it delivers better 


reproduction . . . and prepares for gravure 


printing more food editorial pages and more 
advertisements than anybody else. 

Letterpress process plates can also be 
prepared from the same basic negatives used 
for gravure, to assure uniform reproduction 
from both processes. 

Gravure packaging also affords better 
reproduction, and lower costs on large runs. 
Intaglio processes packages from copy to 
finished cylinders or flat plates for press. 

With sixteen years’ experience, more 
than three hundred skilled craftsmen, day 
and night operation in New York, Chicago 
and Detroit plants, Intaglio can give superior 
service at bottom costs. For the facts, call 
our nearest office. 


INTAGLIO SERVICE Corporation 


305 East 46th Street, NewYork 17, New York, Plaza 1-1130 «© 717 Land Title Bldg., Philadelphia 10, Pennsylvania, Rittenhouse 6-5475 
731 Plymouth Court, Chicago 5, Illinois, Harrison 7-8064 « Intaglio-Cadillac, Inc., 424D-14th Ave., Detroit 8, Michigan, Temple 2-2550 
260 Kearny Street. San Francisco 8, Cal., Yukon 2-0670 +« 1932 Hyperion Ave., Los Angeles 27, Cal., Olympia 2188 
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How to take the 
GAMBLE 


out of Newspaper 
Reproduction 


Today, every intelligent advertiser is looking 
for ways to make his advertising dollars more 
effective. 

Two ads of equal size and space cost may vary 
greatly in sales effectiveness—due to variations 
in the quality of reproduction. That’s why the 
few extra pennies spent for Reilly Plastictypes 
are such worthwhile insurance. 

You see, as inexpensive as a Reilly Plastictype 
is, the inherent characteristics of Vinyl—plus the 
patented Duramatrix from which it is molded 
and the special steps we take all along the way— 
all those factors enable us to actually guarantee 
that a Plastictype will give you the finest news- 
paper reproduction you can obtain! 

And you'll find that the same high standards 
of craftsmanship that have made Plastictypes 
the leading plastic plates in America are re- 
flected in everything Reilly produces. 

You can rely on it. 


You can Really Rely on Fi iT Efectrotype 


NEW YORK 


Other Divisions of Electrographic Corporation: American Electrotype, San Francisco; Advance-Independent Electrotype, Indianapolis; Lake Shore Electrotype, 
Chicago; Michigan Electrotype, Detroit; New Haven Electrotype, New Haven; Reilly Plastictype, Los Angeles; The Wrigley Company, Atlanta. 
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Judging from the correspondence we have been 
having with readers, direct mail advertising is a 
subject of primary concern to most advertisers--and 
the toughest part of direct mail is the mailing-list. 

This is easy to understand. A poor mailing-list 
means waste in d.m. operations, reducing results and 
pyramiding today's high production and postal costs. 
The best copy in the world will not be effective if 
the list is wrong, while average copy will pull good 
response if the list has been carefully tailored to 
the specific requirements of the advertiser and 
his market. 

Because of the skyrocketing costs of all adver- 
tising, including particularly direct mail, the plan 
of testing before releasing large mailings is obviously 
sound. But our observation is that like most other 
advertising operations, the time element often inter- 
feres with proper testing and evaluation of copy and 
lists. The test may be too small, or sufficient time 
is not given for analyzing results, and thus it 
sometimes happens that a major investment is made 
against a questionable list. 

The advertiser who is working in a market where 
lists are no problem--such as automotive or medical-- 
has a big advantage over his contemporary who must 
build his own list. Fortunately the number of 
qualified sources for good mailing-lists is growing, 
and there is no longer any excuse for using anything 
except the right list for a given purpose. 

One man's meat is another man's poison--and this 
proverb might have been written for the benefit of a 
direct mail advertiser who bought a list which worked 
for one proposition, without stopping to consider 
whether it was equally suitable for his own promotion. 


G. D. Crain, Jr. 
Publisher 











OVER 100 


MILLION DOLLARS 
WORTH... 


With such a volume of advertising now being printed in rotogravure, the 
gravure-service house has become vitally important. Prominent in this field 
are: 


INTERNATIONAL COLOR GRAVURE for color 
SUPERTONE for monotone gravure 


Here your color or monotone copy is prepared for gravure publication and 
newspaper Sunday supplements to meet the particular requirements of 
each printing plant. Positives and rotoprints are furnished to secure a 
maximum of uniformity in reproduction. 





When next you have to produce material for rotogravure publications, call 
our representative—and rest secure in the knowledge that your copy is in 
the hands of craftsmen in the art of gravure. 





39 West 60th St., New York 23, N.Y. Telephone Circle 5-8750 
SUPERTONE, INC. | 
480 Lexington Ave., New York 17, N.Y. Telephone Plaza 3-9468 
Sales Offices: PHitapetpHia — Widener Building * Los Ancetes —122 Glendale Boulevard 
Phone: Rittenhouse 6-216] Phone: MAdison 6-4601 
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How a Complete Promotion Program 
Helps Boost Diamond Sales.............. George D. Skinner... 18 
Luxite Uses Caribbean Trip Prizes to Promote Window Displays...... 21 | 
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ala Latin American 
Low Cost Combination Plates................ G. Bob Greene 


- printed matter 
Toys Can Build Sales for Your Product........ Raymond P. Wiggers 50 


If you prepare or print literature for the 
SN NN og. ihr. Wi a ae wees 64 Wrens eves SS Wade §7 | Latin American market... booklets, cata- 
logs, instruction sheets, price lists, ete. 


it will pay you to investigate the services 
Plan Your Paper Needs in Advance 


Eieaswask ete aroha kin, Soa os ea Ri a ce nahh 63 of the John Maher Printing Co. For years 
Maher has been close ly connected with 
Short Cuts in Costs in Creating TV Films...... Arthur Bellaire...... 69 ee Se SS ne ee 


a number of Spanish-language business 
magazines which Maher produces reg- 


55 Ulcer Reducers for Exhibitors 


Boe oak Sa he ny ae ony ease a 71 ularly for this vast expanding market. At 

Maher you get accurate translation by 

; men who know this market intimate ‘ly. 

How to Get Government Photos for Your Ads...Sianley E.Cohen.... 75 Your copy is set by compositors familiar 


with the language, its accents and word- 
How to Build a Mailing List 79 breaks. Prootreaders check for meaning 


as well as accuracy. The result? More ef- 
fective export literature of high quality 





Seven Steps to a Salespackage............... Edward G. Jacobsson 82 at prices that make good sense. 
free booklet: 
Departments Send today for a copy 
of Preparing effective printed 
R : 3 t&7 57 =. matter for Latin America. 
| No obligation 
s é b Sepeenearet re . 63 
Ss 8 & T 
69 P 
£ § 21 ws & S 71 
‘. 32 & | 75 
&. . 34 ect A . 79 
) s & Y Materi . 39 eling & Packaai: 82 ¢ ‘ ae 
ngrav & 1akin . 45 Advertisers Index 86 " 
——" 3 50 ming Conventions «6 PRINTING COMPANY 


2001 Calumet Ave. - Chicago 16, lll. - Phone: Victory 2-0300 


If it’s printed by letterpress it’s good . . . 
if it’s printed by Maher it's better 
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READERS WRITE 
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Add The Combs 


e In your March issue, Mr. Wm. 
Coffman wrote an article on adver- 
tising specialties. It was a very good 
one, well worth reading, but he 
omitted something which hurts me 
deeply as well as one of my accounts. 
I have a client who is America’s 
largest manufacturer of advertising 
combs and his product is considered 
by many the most used and success- 
ful advertising specialty on the mar- 
ket today. Yet Mr. Coffman has no 
mention of the advertising comb in 
his article at all. Doesn’t he consider 
this a worthwhile personal item or 
had he just forgotten? 

I hope you will clarify this for me 
as we have a great deal of respect for 
Mr. Coffman’s talents. 

SEYMOUR WASSERMAN 
President, Advertising Unlimited, 
Newark 

When AR asked Mr. Coffman to 
prepare this article, he warned us 
that he could not possibly cover all 
of the phases of the expanding ad- 
vertising specialty industry in the 
space available. We told him to go 
ahead and present the “general” pic- 
ture and we would accept all re- 
sponsibility for the items he was 
unable to work into his article. So, 
to Mr. Wasserman’s client and other 
specialty manufacturers who were 
slighted, our apologies. Some day 
soon we hope we will have enough 
space to cover all of the thousands 
of items available in this field. .. . Ed. 


¢... There is no question but what 


you have hit the nail on the head 
with your general ideas, many of 
which will be of great service to both 
clients and agency’s. 
ELMER FREE, 
Pres., Elmer Free Advg Agency, 
Baltimore, Maryland 


Media Merchandising 


e Congratulations on 
new publication, but .. . 

I'd like to see something on publi- 
cation activities in merchandising 
the ads. Or did I miss something in 
your first issue? 

To us in the media field this seems 
to be about the fastest-growing 
phase of space and time selling, and 
the most neglected editorially. Ad- 
vertisers, agencies and media repre- 


your swell 


6 


sentatives are devoting more atten- 
tion to it each year, and nobody 
seems to know what the other fellow 
is doing or how he decides the many 
questions that arise. 

To illustrate: In October, 1952, 
during the Agricultural Publishers 
Association’s annual meeting in Chi- 
cago (but not as a part of the formal 
agenda) 12 representatives of farm 
magazines met for round table dis- 
cussion and we found that each mer- 
chandising manager has different 
ideas on what is ethical in merchan- 
dising, for instance, and many other 
fundamentals connected with the 
work. 

Maybe you'll consider the entire 
subject outside your intended edi- 
torial scope, but it’s a hot subject 
that would be of prime interest to 
your subscribers, in my humble 
opinion. 

FRANK S. GREEN 
Sales Promotion Manager, 
The Progressive Farmer, 
Birmingham 
We are happy to report that AR is 
already at work rounding up cover- 
age on this subject. A lead article in 
a forthcoming issue will tell how one 
of the largest publishers merchan- 


dises ads. .. . Ed. 





Graphic Arts Coverage 


¢... Congratulations to you for a 
job well done initially on an edi- 
torial service that can certainly be- 
come more and more valuable and 
worth while. . . . I like the overall 
editorial menu and the format and 
makeup is very refreshing. 

I know .. . that many advertising 
promotion and production managers 
on graphic arts subjects have turned 
to the printing publications with only 
partial satisfaction, in connection 
with the sort of material they were 
looking for editorially because, ob- 
viously, the printing publications are 
edited for printers and they do a 
good job. 

Your new book should certainly 
give this large and important group 
not only helpful material on graphic 


A Rose By Any 
Other Name 


The office boy looked at us sus- 
piciously as he presented the morn- 
ing's mail. An envelope post- 
marked, ‘‘Cleveland,"’ caught our 


eye ...and nose. 

The message: 

AR has what it takes to make its 
readers appreciate the ‘‘greatness’’ 
in the advertising and selling pro- 
fession. 

Because we believe in the need 
of your publication—we are of- 
fering a bouquet of ‘good wishes”’ 
for everlasting success. 

Thank you—for the opportunity 
to be a subscriber. 

Walter ‘‘Doc’’ Hanson, 
Sales Expansioneer for 
Tested Products Co. 

Our bouquet: A colorful little 
blotter strip with the fragrance of 
a summer garden. 

The office boy is still suspicious. 





arts subjects they sought in the 
printing publications, but also cov- 
erage of the vast allied subjects. 
Emit G. STANLEY, 
Exec. Vice Pres., Traffic World, 
Chicago 


¢ Hats off to you for a splendid job 
on your first issue. 

Production plays a major part in 
the graphic arts field and has, from 
the media standpoint, been neglected 
lo these many years. You are to be 
commended on your coverage of the 
many media of production. Those 
of us in the agency business work 
with the entire field of production 
and to be able to have a magazine 
with latest developments and up-to- 
the-minute information in this line 
is most gratifying. 

Eortn J. Levy, 
Prod. Mgr., E. J. Presser & Co. 
Charlotte, N. Car. 


AR Gives “Specific” 


e Remembering when Advertising 
Age first hit the street and what it 
gave and has given to the advertising 
industry in news, we can’t help but 
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tell you that in AR you have given 
us a “specific” long needed by the 
most advanced of advertising men— 
and not to mention what it will do 
for beginners—up. 

As I view it, its depth of value will 
be in keeping specific—actual and 
factual material as developed by the 
“Who Dun It” boys—and exactly 
how they did it. 

I’m sure that I shall get a lot of 
profit out of your P to P coverage as 
listed on the cover. 

Incidentally my First Edition is 
already well-ragged from working 
it over—and could hardly be sold in 
the future as a First Edition in good 
condition. 

CLARK COLLARD 
Clark Collard Advg. Agency 
Los Angeles 


Successful Changes 


e I just wanted to add my small 
voice to the many plaudits you have 
received on the publication of your 
first issue of AR. And, since you 
asked for it, the opinion of one read- 
er on the makeup of the magazine. 
Your second issue is greatly im- 
proved over the first, so much so that 
I have already read the articles 
I was most interested in and ear- 
marked for future reading most of 
the rest. Which means the content 
is A-1 but I must admit I didn’t do 
so well with the first issue—the for- 
mat kept getting in my way. 
Rose H. ERLANDER 
Wm. L. Baxter Advertising 
Minneapolis 





AR Hits Home In 
“Woods of Maine” 


¢ AR is just a Godsend publication 
to me way down here in the woods 
of Maine. Your articles and 
advertisers are answering my ques- 
tions. It is so very easy to get back 
dated in the art and advertising field. 
FLORENCE CROCKER MOULTON. 
Artist-Designer, Wiscasset, Me. 
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ampling Is 
A Powerful 
Selling Aid 





... it has to be controlled to be economical 


and successful. This gay colorful floor 


stand figure with its perky, 3-dimensional 


collar and cuffs is the key unit in 









Southern Biscuit Co.’s carefully planned 
point of sale sampling campaign for 
FFV Cookies and Crackers. The 
samples in the simulated cooky tin 
are constantly being changed, yet 
always properly identified, thanks 


VANILLA THs to the interchangeable panels that 
are part of this display. Other 
pieces in the promotion include 
window streamers, light fixture 
“danglers” and “package tops”. Cookie 
Clown, as created and produced 
by Consolidated is doing a 
budget-right sampling job for 


Southern Biscuit Co. 


Sampling creates extra impulse sales 


at a reasonable cost with displays... 


Sales Engineered by 


MU PLETE a 


Main Office and Plant at 
Carle Place, L. I., N. Y. 


Sales Offices in 
Philadelphia, Chicago, 
Lovisville and Tampa. 
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MEMBER OF THE POINT OF PURCHASE ADVERTISING INSTITUTE 





& DON'T MISS THE POPAI SYMPOSIUM—March 31st, April Ist and 2nd 
at the Palmer House in Chicago. Be sure to visit us at Booths 4 and 5. 
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Smart refiners know free 
balloons bring people to 
service stations for gas, 
oil, grease jobs. People have children — 
children love balloons! Attract kids, sell 
parents with PIONEER Qualatex ‘‘Float- 
ing Billboards”! Refiner buys balloons or 
splits cost with distributor or station. 

Whatever your product, pinpoint sales 
efforts at point-of-sale with PIONEER 
balloons. Printed in non-fading crackless 
pigments. Our Ad Service Department 
gives you ideas, samples, imprint infor- 
mation. Write today— 
The PIONEER Rubber 
Company, 459 Tiftin Road, 
Willard, Obio 

ae, 


sattoon YOUR SALES) 


WITH PIONEER QUALATEX 
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TEL-A-STORY Automatic 
Advertising Projector 


Presents your product story continuously 

hour after hour in natural color on 

COUNTERS, DISPLAY TABLES or in 
WINDOWS. 


For Information Write Dept. C. 


TEL-A-STORY, INC. 


523 Main Street, Davenport, lowa 
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I SOLVED IT 


Have you solved a work-a-day problem simply and effective- 
ly? Tell us how, in not more than 200 words, with pictures or 
drawings where possible. ADVERTISING REQUIREMENTS will pay 
$10 each for items published here. Send materials to Editor, 


ADVERTISING REQUIREMENTS, 200 E. Illinois St., 


Chicago 11. 


No material will be returned unless specifically requested, 
and accompanied by return postage. 


Honeywell Gets Sharp 
Copy for Duplicating 


Because our mailing lists are large, 
we often use a Multilithed letter. 
We have tried many ways of pre- 
paring copy for these letters and 
until recently, we were preparing 
them with a manual typewriter using 
a carbon reversed on the back of the 
original to hide the uneven touch 
that is ever present in manually- 
typed letters. The results, however, 
left much to be desired. The letters 
were heavy and the general effect 
poor. 

A very simple change in method 
made all the difference in the world 
and now gives us clear, sharp repro- 
duction with all of the letters an 
even weight. 

To prepare typewritten copy, we 
now disconnect the typewriter rib- 
bon and place a sheet of white bond, 
with a clean sheet of carbon over it, 
in the machine. We type directly on 
the carbon, which will transfer the 
letters clearly and distinctly on the 
bond. 

A. O. Dretricu 
Minneapolis-Honeywell 
Regulator Co. 
Minneapolis, Minn. 


Display Ordering Problem 
Solved by Advance Orders 


One of the most difficult problems 
in buying point-of-purchase mate- 
rial is trying to guess the correct 
quantity. If you buy too little and 
run short, you'll make lots of sales- 
men and distributors mad at you. If 
you buy too generously, manage- 
ment loses faith in your ability and 
you’re stuck with a lot of hard-to- 
peddle material. 

After many years of buying dis- 





play material, I have found there is 
only one real solution to this com- 
plex problem—get requirements in 
advance from the field! 

This solution isn’t as easy as it 
sounds. The field isn’t always prompt 
to say what it wants, or when, and it 


has trouble ordering from a word 
description just because you want 
advance orders. 

We found that the problem is sim- 
plified if you have a model, compre- 
hensive or dummy in time to send 
photos or photostat 


proof-samples, 





blowups, together with pictures of 
illustrations of where it goes and 
how it is to be used. To insure re- 
plies it is necessary to follow-up at 
least once. 

Working backwards, this means 
you must decide on a display per- 
haps four months before you sched- 
ule its use. It may take two or 
three attempts to get your field force 
trained properly to order in advance 
—but it can be done. In fact, I’ve 
done it with a problem as diverse 
and complex as $1,500,000 a year. 
And that empty stockroom on Dec. 
31 happened only because we got 
orders in advance. 


David Bland, Advg. Director 
G. Krueger Brewing Co. 
Newark 
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FOR NEW SUBSCRIBERS ONLY 


To make sure that you receive 
your personal copy of Advertising 
Requirements regularly -- starting 


with the forthcoming May issue — 


mail the order card below today. 


The first three issues of Adver- 
tising Requirements were completely 
sold out, and the only way that you 
can be certain of getting AR regularly 
is to send us your subscription order 


noWe 


lease enter immediately my subscription to 


)VERTISING REQUIREMENTS for 


| Payment enclosed _] Bill my firm _] Bill me 


State 


ature of Business: 


Advertising Requirements 200 €. tiiincis st., chicago 11 





Next Month in AR 


How to Arrange Hollywood Tie-Ins 


AR’s Hollywood correspondent explains how you can get your produl 
into the movies and TV shows . . . and how you can obtain motid 
picture stills for use in your advertising. 


Advertising Typography 
Can Afford To Be Different 


A leading advertising typographer explains why the most dynamic ar 
progressive of today’s typography is found in advertising. 


How the AAA Cuts Movie Costs 


The American Automobile Assn. has developed a formula which helj 
gut motion picture production costs drastically. 


RCA Victor Builds Dealer Prestige 


How a leading electrical manufacturer promotes its outstanding deal 
identification program. 


How to Create Packages 
for Supermarkets 


A topflight package designer explains what’s needed in the way q 
package design to keep pace with today’s trend toward supermar 
selling. 


Tape Recordings for Radio Commercial 


An AR Industry Survey shows the growing importance of tape recorc 
ings for radio advertisers. 


FIRST CLASS 


Permit No. 95 
(Sec. 34.9, P. L. & R.) 
CHICAGO, ILLINOIS 


BUSINESS REPLY CARD 
No Postage Stamp Necessary if Mailed in the United States 


—POSTAGE WILL BE PAID BY— 
Advertising Requirements 
200 EAST ILLINOIS STREET 
CHICAGO 11, ILLINOIS 








Cost-Cutting Production 
Methods Used by Retailer 


Like any other advertiser, pro- 
duction costs have given us some of 
our toughest headaches. We have 
developed a couple of effective cost 
savers that have paid off in effective 
advertising. 

Recently, for instance, we were 
offered a special “spot package” by 
a New York TV station. Included 


were one-minute, 20-second and 10- 
second ID spots. To prepare three 
separate spots would have sent our 
advertising budget into a tail spin. 

We solved this problem by careful 
writing of a single script from which 





a one-minute film was produced and 
then edited to 20-second and 10-sec- 
ond dimensions—at a fraction of the 
cost of preparing three separate 
spots, and without loss of impact. 
We also analyzed newspapers in 
which our advertising appears and 
came to the conclusion that the pa- 
pers’ own formats must be effective 
if they attract thousands of paying 
readers. We decided to use this same 
format for presentation of our adver- 


Oversize Mailing Pieces 


Gain Buyers’ Attention 


Our problem was one which must 
have faced every publisher—how to 
bring up the subject of 1953 con- 
tracts in a way that would attract 
attention at a time when everybody 
was talking contracts. 
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DOUBLE THE EFFECT OF YOUR ‘63 ADVERTISING IN PHOTO DEALER 


"INDEPENDENT SURVEYS SHOW GOMIERA DEBLERS PREFER PHOTO BEBLER 3 TO 1 


tising news. By following the estab- 

lished formats we found that you can 

achieve surprisingly good results. 
Seymour Fogelson, Advg. Dir. 
Sachs Quality Stores, Inc. 
(New York) 


Loose Leaf Pages Cut 


Dealer Booklet Costs 


We wanted to produce a booklet 
to be offered free by our dealers, in- 
structing the consumer on numerous 
painting problems. Fourteen sub- 
jects or topics were to be covered. 
The final booklet ran into a good 
many pages and considerable ex- 
pense—more than we felt could be 
spent for each individual copy. 

The solution was to make the 
booklet loose leaf. We supplied each 
dealer with a supply of colorful pre- 
punched covers and wing type brads. 
Each topic was handled separately 
on front and back of a single insert 
page and each page was pre-punched. 
The topics covered were listed in- 
side the front cover and the con- 
sumer simply requested the pages he 
or she desired. 


This method cut cost by giving the | 


consumer only the pages needed. As 
a secondary use, the pages lend 
themselves admirably to use as en- 
velope inserts and sufficient space is 
available at the bottom of the back 
of each page to allow for the dealer’s 
imprint. 

J. W. Jennings, Advg. Mgr. 

Seidlitz Paint & Varnish Co. 

Kansas City, Mo. 






















































The solution was a series of six 
mailing pieces, each 24” long and 
each printed in a different old fash- 
ioned type face emphasizing a dif- 
ferent sales point. 

The campaign was a definite suc- 
cess! 


Roy M. Green, Pro. Mgr. 
Photo Dealer, New York 











shedding 


some light 


on the 
subject of 


TRANSPARENCIES 


@. What is a transparency? 


A. A reproduction of a picture in full 
film or art work, 
a shadow box and back 


color of any color 
mounted on 


lighted to attract attention. 


@. What is its purpose? 


A. To tell a 
point-of-purchase, 


pictorially at the 
utilizing the addi- 
tional value of light to provide atten- 
tion and thus obtain greater readership. 


story 


Transparencies have proven a powerful 
stimulus to sales with increases as high 
as 300%. 


@. What is the difference between 
PLASTIKOLOR-PIX and other trans- 
parencies ¢ 

A. Primarily, quality and cost. 
PLASTIKOLOR-PIX was the pioneer 
in developing low cost, top quality ad 
vertising display transparencies. Our 
transparencies do not fade; have the 


same color values lighted or unlighted; 
use plastic plates without halftones or 
screens to reproduce all of the delicate 
tones of the original art directly onto 
plastic film with identical color images 
in pertect register on both sides. 


@. Where can I get 


information on 
PLASTIKOLOR-PIX and 
ples? 


obtain sam 


A. Drop a line to the address below. 
An actual 
will be sent to vou gratis with several 
examples of PLASTIKOLOR-PIX so 
that you may see 
parent 
transparencies made. 


wood-framed shadow box 


for yourself the ap 
using the best 
Then check with 


us for quotations on any run over 500. 


WM. MELISH HARRIS ASSOCIATES 


52 Vanderbilt Avenue New York 17, N.Y. 


OREGON 9-3777 
Dept. AR 4 


advantages ot 








The mat maker 
plays an important role in pre- 
paring R. O. P. material. He must know 
the page sizes and individual requirements 
of more than 550 newspapers using color. He 

must provide mats that maintain fidelity in the half- 
tone screens; and that preserve depth and sharpness 
in the type. Mats must be of uniform shrinkage to insure 
close register; and they must be of sufficient dura- 
bility to permit the maximum number of press casts. 


Partridge & Anderson, serving advertisers for 52 


years is fully qualified to handle color assign- 


ments—in equipment, workmanship and 
‘know how.” So, when considering 
newspaper color won't you 


call on us2 


_ 


) 
nA 


P&A for more than half a century, 
has maintained that quality and service 


should go hand in hand. = pyar inGe & ANDERSON COMPANY 


HARRISON 7-3732 © 712 FEDERAL STREET + CHICAGO 5 


TENAPLATE AND VINYLITE MOULDED ELECTROTYPES ¢ NICKELTYPES 
MATRICES * STEREOTYPES AND PLASTIC PLATES © R.O.P. COLOR MATRICES 
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eS Advertising Requirements 


HOW TO 


Promote A 


A variety of promotions are 
used to stimulate interest in 
National Cotton Week. 


By Karl Kirchhofer 
AR Eastern Editor 


King Cotton rules the nation dur- 
ing National Cotton Week May 11- 
16. It’s cotton time, and during that 
week America’s consumers will “pick 
cotton to look smart, be cool and 
feel fresh.” For Cotton Week and 
every week, declares the National 
Cotton Council of America in its 
message to the nation’s retailers, 
when you promote cotton, you pro- 
mote 70°. of all your textile sales. 

This stupendous promotion of cot- 
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ton pulls out all the stops and re- 
leases a torrent of material to seli 
dresses, sportswear, lingerie, men’s 
and children’s wear, piece goods, 
sheets, towels, blankets, curtains, 
drapes, slipcovers, rugs and carpets. 
Try to find a promotional avenue 
which has been overlooked. You'll 
discover that the Cotton Council has 
trodden them all. 


> The 1953 campaign was kicked off 
with the distribution of a 16-page 
cotton time merchandiser containing 
150 ideas for storewide promotions to 
department stores, chain and variety 
stores, carpet specialty and women’s 
apparel stores, wholesalers and man- 
ufacturers. Thirty-five thousand 
copies hit merchandising executives 
before February Ist with an impact 
that started ideas germinating to 
build sales of cotton goods well in 
advance of the observance of Na- 
tional Cotton Week. The 10!,” x 14” 
photo offset piece was a self-mailer. 
It was printed on 60 lb. white offset 
paper, achieving a three color effect 
by the use of two colors, yellow and 
blue, which also combined to pro- 
duce green. 

Designed to provide retailers with 
a spring merchandising event with 
the aid of promotion plans and co- 
ordinated national advertising and 
publicity, the cover of the self-mailer 
carried the attention-getting phrase, 
“150 Storewide Sales Ideas for Cot- 


us J 
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ton Time.” There was a drawing of 
a cotton boll which overlapped front 
and back of the mailing piece. When 
opened, the phrase “For Bigger Sales 
—Greater Profits,’ headlined the 
page while directly below there ap- 
peared four green banners, extend- 
ing 512” across the page, with the 
words “feature cottons,” “promote 
cottons,” “display cottons,” and “ad- 
vertise cottons,” in yellow type. 
Stores were told to promote cotton 
for fashion smartness, for freshness, 
for coolness, for washability and for 
serviceability. 

To show readers how stores had 
profited by taking advantage of 1952 
ideas, the folder related three actual 
case histories of community wide 
activities that had boosted sales by 
as much as 32°. The retailer with 
a little imagination could easily ap- 
ply these examples to his own com- 
munity and to his own store. 


> In Los Angeles, the Miracle Mile 
Assn. of Wilshire Boulevard placed 
full-sized cotton bales, 50 of them, 
along both sides of the avenue. Win- 
dow and interior displays in all 
stores featured cottons. Each cotton 
bale carried a sign, “Cotton Time on 
the Miracle Mile.” On the morning 
of the opening day, store executives 
were briefed on the event by repre- 
sentatives of the National Cotton 
Council and the Miracle Mile Assn., 
at a brunch in a local restaurant. 





A movie and TV celebrity with the 
actual name of Miss Carolina Cotton, 
was crowned Queen of Miracle Mile 
Cotton time. There was a coronation 
ceremony with the queen being en- 
throned on a bale, while 
crowds applauded, and later bought 
cotton goods. During the week, Miss 
Cotton spent time in each participat- 
ing store signing autographs. She 
distributed cotton seed packets and 
instructions for growing cotton 


cotton 


plants at home. 

Newspaper advertising and pub- 
licity with pictures brought addi- 
tional Everybody in the 
community named Cotton was in- 
vited to meet the queen. 1953 will 
see a repeat 


crowds. 


performance of this 
promotion. 


> Lincoln, Nebraska came through 
with “Cotton Time in the Corn Belt.” 
Sponsored by Lincoln Chamber of 
Commerce and Station KFOR, Cot- 
ton Week opened with a series of 
teaser broadcasts warning of snow. 
A plane dropped hundreds of bolls 
of cotton, each containing a card 
signed by a participating store, offer- 
ing the finder a gift of cotton mer- 
chandise valued at $1.00 to $10.00. 
Over 70°, of these airplane distrib- 
uted cards were returned to the 
stores within a four day period. 

The high schools got into the act 
as a king and queen of cotton were 
chosen at a teen-age cotton ball, with 
a cotton outfit as a requirement for 
admission. The event was broadcast 
with records autographed by a name 
band leader and given away. There 
was a style show in the university 
theater with the king and queen pre- 
siding. 

Stores tied in with promction 
through radio programs, newspaper 
ads, window displays of cotton mer- 
chandise. Cotton week posters, origi- 


Cotton Time on Miracle Mile . 
Wilshire Boulevard and used an actress named Carolina Cotton, a coronation ceremony, 
newspaper ads, publicity and store displays to promote Cotton Week last year. The pro- 
motion was such a success a repeat performance is planned for this spring. 
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nated by the National Cotton Council 
were used in the stores. Women 
wearing cotton dresses were ad- 
mitted free to a local baseball game 
on Saturday night and there were 
free bus rides for women in cotton 
attire. Sales of all manner of cotton 
merchandise showed tremendous in- 
creases during the intensive promo- 
tional activities of the week. 


> Down in the land of cotton at Co- 
lumbus, Georgia, Kirven’s Depart- 
ment store, the Columbus Ledger 
and various cotton mills got together 
to promote the week. The newspaper 
published a 20 page cotton edition 
which included both fashion and 
industrial sections. Local society 
women wearing cotton costumes 
were pictured in the paper. Both 
stores and cotton mills advertised. 

Kirven’s supported their news- 
paper advertising with window dis- 
plays. Cotton bales and mill prod- 
ucts were shown. The store held a 
fashion show with the 1952 Alabama 
maid of cotton as the featured model. 
There was square dancing and enter- 
tainment in the streets and roaming 
minstrels sang throughout Kirven’s 
store. Door prizes were given away 
at the Fashion show and to Friday 
evening shoppers. Kirven’s reported 
a 32°, increase in sales of cotton 
goods over the same period for the 
preceding year. 

There were an estimated 10,000 
stores throughout the United States 
which participated in the 1952 cotton 
week and governors and mayors is- 
sued cotton week proclamations. An 
Arkansas congressman, E. C. Gath- 
ings, told the House that cotton week 
“is a significant event because it is 
an example of how the cotton indus- 
try, working together as a united 
front, has been able not only to re- 


. . Los Angeles merchants lined 50 bales of cotton along 


tain, but to expand its market in 
ever increasing competition.” 


> Actually, the industry cooperation 
that makes Cotton Week possible 
comprises a fabulous success story. 
There are about 1,500,000 members 
of the National Cotton Council, ac- 
cording to an estimate made by an 
industry spokesman. These include 
the six leading groups in the indus- 
try—cotton farmers or planters, gin- 
ners, crushers, cotton merchants, 
warehousemen and spinners. 
Founded in 1938, the Cotton Coun- 
cil obtains its funds by a levy on 
each group. As his membership fee, 
the planter pays ten cents per bale 
which is deducted from his take at 
delivery. The spinner pays five cents 
for each bale of cotton which is spun 
into yarn. The warehouseman gives 
half a cent on each bale he ships, 
while the cotton merchant pays two 
cents per bale. A cotton broker’s fee 
is half a cent for each bale handled 
and the cotton seed oil mill pays five 
cents on each ton of seed crushed. 
To speed King Cotton on his way, 
244 delegates representing 18 cotton 
states, meet annually to set the 
budget for the coming year and to 
determine policy. The aim of the 
council is to increase consumption 
of cotton and the products thereof. 
That it is succeeding is evident in 
the fact that cotton week observance 
each year tops all previous years. 


> The promotion job for National 
Cotton Week is handled through the 
National Cotton Council under the 
supervision of Paul M. Jones, sales 
promotion manager and head of the 
New York office, together with the 
advertising agency of Wesley Associ- 
ates which produces the art, copy 
and creative work on the brochures. 
Contact with retail stores, corre- 
spondence in connection with the 
event, distribution of materials and 
the mailing lists are handled by 
Roger W. Smith, sales promotion 
assistant in the New York office. 
Public relations phases are in the 
hands of Claud Curlin of the Coun- 
cil’s Washington office who is in 
charge of publicity details. In the 
cotton belt, itself, the work of pro- 
moting the week is accomplished by 
local representatives of the Cotton 
Council who work with individual 
retail stores and community officials. 

In Los Angeles the public relations 
firm of Burns W. Lee Associates 
handled last year’s Miracle Mile 
promotion and, according to infor- 
mation on hand, will handle the same 
job this year. Actually there is no 
general master national plan where- 
by certain activities take place on 
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certain days of the week. It varies 
from locality to locality, depending 
on the sponsors. 

Although National Cotton Week 
takes place in May, the Council 
starts beating the publicity drums 
in the trade press during the pre- 
vious September, and in December 
sends out cotton week posters w.th 
additional publicity releases. 


>» Cotton’s good will ambassador for 
1953 is Alice Corr, a winsome beauty 
from Selma, Ala., who was selected 
Maid of Cotton in the contest finals 
at Memphis. As in past years, the 
Maid of Cotton carries the message 
of cotton apparel to millions of con- 
sumers on a three continent tour 
covering some 65,000 miles. The 
country’s leading designers create 
her all-cotton wardrobe and her out- 
fits range from play togs to evening 
dresses and winter suits. The Maid 
of Cotton stars in fashion shows, 
radio and television programs, and 
personal appearances. Her tour lasts 
six months and Cotton Council offi- 
cials claim that she provides a pro- 
motion that repays its investment 
many times. 

The Maid of Cotton is selected 
annually from the 18 state cotton 
belt extending from Virginia to Cali- 
fornia. Official sponsors of the Maid 
of Cotton contest are: National Cot- 
ton Council of America, the Cotton 
Exchanges of Memphis, New Orleans 
and New York and the Memphis 
Cotton Carnival Association. 

Miss Corr won the Maid of Cotton 
title over 21 other finalists at Mem- 
phis. Several hundred girls entered 
the contest. In September releases 
are sent to all newspapers in the 
cottonbelt announcing that the con- 
test for Maid of Cotton may be en- 
tered only by girls born in cotton 
states, between the ages of 19 and 
25 who have never been married 
and are at least 5 feet 5 inches tall. 
Contestants must submit two photo- 
graphs, one full length and one head 
and shoulders, together with an es- 
say on “why I would like to be Maid 
of Cotton.” From the photographs 
and the essays, the judging commit- 
tee selects 21 who are notified to 
come to Memphis for the finals which 
are held sometime between the end 
of December and the beginning of 
January. 


> The girls then go through a two 
day screening period by the judges. 
The seven judges consist of one cot- 
ton industry man from the South- 
east, one from the Southwest, the 
President of the Memphis Cotton 
exchange, President of the Memphis 
Cotton Carnival, the director of pub- 
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lic relations and sales promotion of 
the National Cotton Council, the 
editor of the Memphis Press-Scimi- 
tar, and one well-known person in 
fashions or designing. This year the 
latter was Carolyn Schnurer, world 
famous sportswear designer of New 
York. Judging was based on person- 
ality, poise, intelligence, background 
and ability to meet people and ad- 
dress groups, as well as appearance. 
In addition to the tour, all-cotton 
wardrobe and many other gifts, a 
Ford convertible was presented to 
the Maid of Cotton by the Memphis 
district Ford dealers. 

Following her selection as the 15th 
Maid of Cotton, Miss Corr flew to 
New York where she spent the 
month of January in preparation for 
her tour. The cotton people really 
perform an outstanding job to ensure 
the success of her tour. While in 
New York, the 1953 Maid of Cotton 


received her all-cotton wardrobe as 


well as speech and modeling train- 
ing. 

The Maid’s wardrobe was shown 
for the first time at the Association 
of American Soap and Glycerine 
Producers at the Waldorf-Astoria on 
January 28 where it was enthusiasti- 
cally received. Officially the tour of 
the Maid of Cotton opened in Miami 
on February 2 where the Maid ex- 
tended the greetings of the cotton 
industry to public officials. She 
starred in all-cotton fashion shows 
under the auspices of leading stores 
and was a featured guest on radio 
and television programs. 


’ The Maid of Cotton will visit 30 
leading cities in two trips across the 
country. In Washington, she will be 
received by high-ranking govern- 
ment officials, including the Secre- 
tary of Agriculture, senators, con- 
gressmen and diplomatic figures. She 
will be the guest of honor at a Con- 


13 





lips tor Retailers... 


to Excite Publ 


Install Historical window display. 
Show old-time cotton dresses and cos- 
tumes of long-ago. Gather them from 
families which save them, or societies 
which use them for dramatics, etc 
Give histories of costumes on display 
cards and names of those who lend 
garments. Use antique furniture if 
available and credit in same way, with 
appropriate cards. Show today's cot- 
tons for comparison. Such historical 
displays are sure-fire trafic stoppers 


Decorate “House of Cotton” Exhibit 
to demonstrate how extensively Cot- 
tons are used in Home Decoration and 
Furnishings — rugs, slip-covers, cur- 
tains, upholstery fabrics, drapes, bed 
covers, sheets, blankets, etc. Use this 
opportunity to pose mannequins in 
various types of cotton garments. 


Sure-fire Plans 


Build Traffic, Boost Sales 


ic Interest, 


Have Retail Division of Chamber of 
Commerce sponsor city-wide Cotton 
Week Event, with Mayor issuing proc- 
lamation and with Chamber and retail 
representatives present to insure 
maximum publicity 


Watch for Cotton Week Promotion 
Plans issued by manufacturers and 
national magazines well in advance 
Hundreds of pages read by millions 
will feature cottons for all types of 
uses for family, for home. Promotional 
material is supplied free by most pub- 
lications and manufacturers 


Cooperate with Textile classes in 
schools. Invite classes to store; ask 
buyer or Home Economics teacher to 
lecture on advantages of cotton and 
its many uses for thousands of items. 
Write to National Cotton Council for 
educational material to use in such 
meetings. 


During Cotton Week have personnel and salespersons wear Cotton bolls as 
boutonnieres. Write National Cotton Council for information about sources 


for obtaining Cotton bolls. 


Emphasize washability by displaying and demonstrating home laundry equip- 
ment in fabric and apparel departments. Also use “no-ironing-necessary” 
fabric and apparel displays in appliance department. 


Install Cotton candy machine near entrance and give away or sell candy 
during certain hours throughout your Cotton Time Promotion. 


For piece goods promotion, a prize 
contest for sewing class pupils in 
schools, for the most attractive gar- 
ments made from a specific fabric 


bought in store, and using any store 
pattern 


Stage All-Cotton Fashion Shows in 
Ready-to-Wear and Fabric depart- 
ments. Ask important women's groups 

women's clubs and _ societies 
sponsor shows. 


Plan Coronation display of Cottons. 
Queen Elizabeth's Coronation, June 
2.) Themes: “Cotton is Queen” ; “Cot- 
ton Ascends the Throne”; “Cotton 
Rules.” All types of Cotton merchan- 
dise are suitable for such displays. 
List of Coronation colors sent on 
request. 


ST 


IM 


In Household Cotton window or de- 
partment, feature live models dem- 
onstrating advantages of contour or 
fitted sheets in bed-making 


Thirteen-minute color movie showing 
quick and easy bed-making method 
and many home laundry short-cuts is 
available for showing during Cotton 
Time. Write for details. 


Distribute Cotton seed packets con- 
taining seeds and complete directions 
for planting and raising cotton plants 
at home. Packets are available from 
National Cotton Council 


WRITE NOW for complete list of Promotion Aids and 
Sources—booklets, folders, charts, movies and film strips, 
miniature Cotton souvenirs, Cotton seed packets and many 
other valuable helps for your Cotton Time Promotion. 


This tip sheet was part of oa 
booklet sent to retailers to 
promote National Cotton Week 
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Accents and Stimulants... 


promotion: | 


75, 
bongs ee 


The Cotton Council issues several folders and booklets offer- 


ing a wide variety of sales aids. A flyer describes a 25-piece display kit which includes posters 
of many types, giant window background and streamers. A broadside presents ideas for 
planned promotions and a self-mailer suggests 150 ways to stimulate cotton sales. 


gressional reception and _ fashion 
show. The Maid will make her an- 
nual tour report to “King Cotton” 
at the traditional Memphis Cotton 
Carnival May 11-16, which is Na- 
tional Cotton Week. In addition, Miss 
Corr will fly to Paris and other Eu- 
ropean capitals and she will visit 
Montreal, Toronto and Hamilton to 
extend greetings from the raw cotton 
industry to the Canadian textile in- 
dustry. 

Following her tour of the United 
States, Europe and Canada, the Maid 
will set forth for a visit to various 
capitals of Latin American countries. 
This trip will conclude 
month international tour. 

While in New York, the Maid of 
Cotton also appeared on the many 
national radio and TV shows. 


her six- 


>» The Cotton Council originates and 
offers sales-building poster and dis- 
play units, providing an order form 
with its 16 page self-mailer so that 
retailers may obtain these sales aids 
easily and quickly. There is a 25 
piece display kit which sells at the 
council cost price of only $9.25 and 
includes six 22” x 28” unmounted 
posters, two 22” x 28” mounted post- 
ers, six 11” x 14” unmounted posters, 
two 11” x 14” mounted posters, eight 
11” x 28” unmounted streamers and 
one 40” x 52” display background. 
The giant window background is a 
blow-up of the cotton week cotton 
boll theme design. 

Retailers, interested in pushing 
Cotton Week to the utmost, may ob- 
tain mats through their local news- 
papers. When the merchanding cam- 
paign begins, the Cotton Council 
submits samples of art work and the 
cotton time plan book to leading mat 
services, which are encouraged to 
lift pictures from Council material. 
The Council 


will also supply art 
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work showing cotton dresses, sports- 
wear, children’s wear, men’s wear 
and other products of cotton for use 
by the mat services. Newspapers 
which subscribe to the mat services 
are then able to offer them to the 
retail stores who wish to advertise 
cotton goods during the 
week. 


national 


> To stimulate interest even further, 
the Cotton Council offers 32 cash 
prizes for the best cotton window 
displays installed during National 
Cotton Week. There are four $100 
first awards, four $50 second awards 
and four $25 third awards, with 20 
additional prizes of $5. 

To encourage full participation in 
the window display contest, every 
size and type of store is covered in 
one of the four classifications: 

Group 1. Cities of 100,000 and over. 

Group 2. Cities of 50,000 to 100,000. 

Group 3. Cities of 25,000 to 50,000. 


Group 4. Cities under 25,000. 


RESH 


Fashion Show Plans 


distributing programs for fashion shows featuring cotton clothes 


IN ¢ 


Stores are asked to submit 8” x 10” 
glossy photographs of their displays 
and a brief description of merchan- 
dise shown in the display with an 
explanation of any special construc- 
tion or units involved. All photo- 
graphs then become the property of 
the National Cotton Council with the 
right of publication or use in pub- 
licity, advertising, or otherwise with 
proper credit to the store in every 
instance. The contest closes June 
20th. In this manner, the Council 
gathers together the best window 
displays and through its publicity 
and advertising, passes on the infor- 
mation so that other stores through- 
out the nation may benefit. 


> The 16 page merchandiser is over- 
flowing with “sure-fire plans to ex- 
cite public interest, build traffic and 
boost sales.” On one page, for ex- 
ample, stores are urged to have 
chambers of commerce sponsor city- 
wide cotton week events, to install 
historical window displays, to watch 
for promotional plans of manufac- 
turers in national magazines, to 
demonstrate how extensively cottons 
are used in home decorations and 
furnishings, to stage an all cotton 
fashion show, to promote piece goods. 
Other pages contain line drawings 
of figures showing all manner of 
cotton dresses, sportswear, lingerie, 
children’s wear, accessories such as 
gloves, hats, scarves and piece goods. 
There is a spread with the slogan 
“Stimulate Your Sale of Cottons 
for the Home.” This is profusely 
illustrated with slip covers, curtains, 
drapery, sheets and other household 
articles made of cotton. One full page 
is devoted to cotton rugs and carpets 
which points out to retailers the 
tremendous opportunities in promot- 
ing sales of these products. The fold- 
er is replete with copy suggestions 


oad, 
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Another service provided by the National Cotton Council is 


everything from play suits 


to evening dresses. The colorful booklets outline a number of ideas for staging fashion revues 


n retail stores. 





COTTON 


All About Cotton 


From boll weevils to cottonseed oil 


THE HISTORY 
oF 
COTTON TEXTILES 


* -ommpretienn 


world amd ‘eden 


the Cotton Council has a 


tolder or booklet telling its history. The council publishes a 20-page catalog listing all the 
educational materials available on cotton. Among the pamphlets are a folder which uses 
cartoons to illustrate pointers on cotton fibers, brochures relating the history of cotton and 


cotton textiles, and a cartoon style ‘quiz’ book 


for advertisements. According to a 
Council spokesman, this wealth of 
promotional material was produced 
at a cost of only .25 per copy in the 
mails. 

For the 1953 National Cotton 
Week, the Council also brought out 
an eight page folder to promote 
men’s wear. Again the piece was a 
self-mailer, offset printed in blue 
and black. Inside, a 1952 Wallach’s 
advertisement with the headline, 
“terrific stuff n-o-t-t-o-c,’ was re- 
produced, as an example of how one 


of America’s great stores promotes 
cotton. 


Spread across two 
thirteen line 
sportshirts 


pages are 
drawings of 
with 


cotton 
many sales and 
advertising ideas which the men’s 
wear retailer can use in his own local 
promotion to tie in with the national 
publicity and advertising of National 
Cotton Week. Following pages show 
just about every type of male wear- 
ing apparel made of cotton such as 
denim shirts and shorts, casual shoes, 
cotton belts, tennis shorts, pajamas, 
beachwear, outer wear. Blue colored 
panels spread across the bottom of 
the pages illustrate suggested win- 
dow and interior displays. 

The Council offers cash prizes for 
the best men’s wear window displays 
installed during Cotton Week with 
displays to be judged on basis of 
merit, design and sales appeal. Prizes 
are $100 for the first award, $75 for 
the second award, $50 for third place 
and an additional seven awards of 
$10 each. The cost of printing this 
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promotion averaged about 25¢ per 
folder in the mails. 


> As a unique promotional gimmick, 
the National Cotton Council offers 
cotton seeds in packets free with 
instructions for planting and grow- 
ing. These seeds are provided by 
growers to the Council and they are 
used as novelty promotion. 

L. A. Willis of Leland, Miss., who 
calls himself “world’s largest pro- 
ducer miniature cotton bales” issues 
a price list of cotton souvenirs. Many 
of these novelties made of cotton 
are used in Cotton Week promotions. 
In addition to miniature bales of 
cotton, these include cotton boll cor- 
sages, cotton bale or boll earrings, 
facsimile bales of cotton, cotton boll 
boutonnieres and several other cot- 
ton souvenirs all designed to focus 
attention on King Cotton. 


’ To understand more fully the 
tremendous impetus which National 
Cotton Week provides for the sale 
of cotton products, it might be well 
to look quickly at the 1952 partici- 
pation observed May 12-17 which 
was the greatest in the 22 year his- 
tory of the event. Last year’s mer- 
chandising brochure went to 71,173 
copies, distributed to retailers, ad- 
vertising departments of all daily 
newspapers and to 1000 top weeklies. 
A total of 1,714 stores in 43 states 
placed orders for 38,787 posters, win- 
dow backdrops and streamers. The 
Council placed 14,000 car cards in 
transit systems of 200 markets. Re- 
tailers and others ran 4,500 local 


advertisements in 510 different cities, 
all based on Cotton Week. An esti- 
mated 100,000,000 were reached 
through radio and TV network pro- 
grams tied in with Cotton Week. The 
25 leading women’s magazines, with 
a combined circulation of 40,218,853, 
devoted 277 pages of editorial copy 
to cottons in their May issues plus 
255 pages of advertising on cotton 
products. 

Newspaper syndicates, wire serv- 
ices, daily and weekly newspapers, 
trade and business journals pub- 
lished fashion features, photos and 
special editions. Local business and 
civic groups sponsored cotton time 
celebrations in cities 
country. 

Last year, radio and TV network 
programs which tied in with Cotton 
Week, in some cases building their 
entire shows around this theme, in- 
cluded “Double or Nothing” (NBC); 
“The Egg and I” (CBS): “National 
Farm and Home Hour” (NBC); 
“Breakfast Club” (NBC) and vari- 
ous daytime serials sponsored by 
soap companies. It is estimated by 
their sponsors that these programs 
reached a combined audience of 
more than 100,000,000 during Na- 
tional Cotton Week. 


across the 


> Actually, although cotton promo- 
tion reaches its peak during National 
Cotton Week, in the eyes of the 
Council, cotton time is all the time 
and through its public relations and 
sales promotion programs, a steady 
flow of releases, folders and bro- 
chures, newspaper and magazine ads, 
radio, TV and motion picture pro- 
ductions, photo services, and the 
world-wide travels of the Maid of 
Cotton, the National Cotton Council 
tells the story of cotton all year 
round. 

The Cotton Council also publishes 
a 20 page catalog of material avail- 
able for educational purposes. This 
includes information on how to ob- 
tain wall charts for school rooms 
containing educational material on 
cotton growing and finishing on cot- 
tonseed oil as well as other subjects 
pertaining to cotton education. There 
are booklets, films, visual aids and 
a bibliography of books for students 
who wish to study cotton further. 

The promotion of national weeks 
has become part of the American 
merchandising picture. National Cot- 
ton Week provides a_ sparkling 
example of the accomplishments 
possible through whole-hearted in- 
dustry cooperation. It is a safe bet 
to predict that 1953 will top all pre- 
vious cotton weeks. 
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THIS COLOR ILLUSTRATION IS AN ACTUAL GEM COLOR PRINT AS SUPPLIED TO HIRAM WALKER, INC. 


OW COST GEM COLOR PRINTS PROVEN IDEA 
FOR ANNOUNCING P-0-P DISPLAYS! 


National manufacturers using P-O-P advertising really appreciate the effective 
ay in which GEM prints illustrate these displays and signs in full, natural color. 
e result: dealers wax enthusiastic, P-O-P advertising gets fullest distribution. 


This insert is an actual GEM Color print on Kromekote paper. It has been printed 
tterpress by a revolutionary new process which does not require expensive copper 
igravings. GEM prints make full color available at amazing low cost, even in 
1all quantities. Note these advantages: 


ACCURATE ... .GEM Color presents your product brilliantly and faithfully with 
true photographic quality. 


FAST. . » ‘Normal delivery is two weeks. Faster delivery possible at slight 
extra cost. 


VERSATILE 


- GEM prints are ideal for catalogs, brochures, mailers, color inserts, 
displays, magazine covers, post cards, etc. They can be made from 
Kodachromes, Ektachromes, dye transfer or carbro prints, or from 
art work. ° 
Preparation pr 
- Here’s one-stop service! GEM can do your complete color job from Corre 
studio photography to printing and binding. Estimates submitted 1319" 
by return mail. 
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Boost Diamond Sales 


By George D. Skinner 


N. W. Ayer & Son, Inc. 
Philadelphia 


One of the most complete mer- 
chandising jobs in the retail field is 
performed by N. W. Ayer & Son in 
supplying jewelers with diamond 
selling aids for its client, De Beers 
Consolidated Mines, Ltd. 

This work is part of a program 
which includes diamond advertising 
in national magazines, publicity 
work on diamonds in New York, 
Hollywood and Paris with designers 
and manufacturers of clothing and 
jewelry, with movie stars and fash- 
ion leaders, and with editors, report- 
ers, magazine writers, photographers 
and radio and television people. 
Each year N. W. Ayer also conducts 
the “Diamonds, U.S.A.” fashion show 
in New York. 

The effectiveness of this program 
is demonstrated by the gains in dia- 
mond sales since 1939, when N. W. 
Ayer began handling advertising 
and publicity work for De Beers. In 
1939, the custom of giving diamond 
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engagement rings was declining, and 
diamonds had lost their fashion 
leadership. Ayer’s advertising, pub- 
licity and merchandising work not 
only halted this downtrend but also 
reversed it. Perhaps the best way to 
measure diamond sales is to com- 
pare imports of cut diamonds, in 
carats, with the number of marriages 
recorded in the United States. In 
1939, about a quarter of a carat of 
cut diamonds were imported for each 
marriage. Nowadays, about half a 
carat of cut diamonds are imported 
for each marriage. 


> Dealer aids include window and 
counter cards, reprints of advertise- 
ments, and several booklets. One of 
the most popular among the latter 
is “The Day You Buy A Diamond,” 
of which nearly 400,000 have been 
purchased by jewelers since 1944. It 
was prepared by Ayer in a size suit- 
able for enclosure in the No. 6 en- 
velope many jewelers use for their 
billings. It will also slip into a wom- 
an’s purse or a man’s pocket easily. 
On the back is space for the jewel- 
er’s imprint. 

At the present the booklets cost 
the jeweler $6.00 per hundred (low- 
er than the actual production cost), 


with an additional $3.50 charge for 
the imprint on the first hundred, 
$1.25 for each additional hundred. 
This charge has been enough to 
avoid the waste which happens when 
free booklets are offered in quantity. 

The 32 pages of text and illustra- 
tions tell the history of diamonds, 
the origin of the engagement ring 
and many facts about the composi- 
tion, qualities, color, mining and 
cutting of diamonds. The booklet 
also contains suggestions for the 
care and cleaning of diamonds and 
lists a number of books about the 
precious gems. 


> “More Dollars for Diamonds,” an- 
other booklet, was prepared in 1949 
as a manual for retail salespeople. It 
was not written to serve as a gener- 
al sales guide, but rather to give 
people selling diamonds enough in- 
formation to stimulate their enthu- 
siasm for the product, and to help 
them present the most effective sales 
appeal for diamonds. (Even befure 
the decline in selling skill attributed 
to the seller’s market of the war 
shortage years, the retail jewelry 
trade was notorious for its lack of 
skill and energy in merchandising.) 

“More Dollars for Diamonds” 
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Lady and the Diamond 
June Lockhart, one of the featured attrac- 


tions at the ‘Diamonds U.S.A." fashion show 


Actress 


in New York, displays one of the illuminated 


engagement ring display pieces available 


to jewelers. 


points out to the jeweler that “when, 
you, as a salesman, invite a shopper 
to trade his money for your dia- 
monds, you have an opportunity to 
win the jewelry business of a family 
for a generation or more.” Reason 
given in the booklet is that “the dia- 
mond is one major purchase in which 
the buyer has no choice but to rely 
on the knowledge and the honesty 
of the seller.” 

Such specific selling points as the 
unequaled brilliance and durability 
of diamonds are listed and explained 
to the jewelry salesman. Questions 
about the price of a diamond can be 
answered with the facts supplied on 
mining and cutting stones. For ex- 
ample, to get less than a half-carat 
polished diamond it’s necessary to 
blast, dig, crush, wash and sort ten 
tons of ore. And it takes one full day 
to saw through a one carat rough 
diamond that may yield only two 
one-quarter finished diamonds. 

The various diamond cuts are il- 
lustrated in “More Dollars for Dia- 
monds.” And a series of diagrams 
show how a properly cut diamond 
traps light, reflects it from facet to 
facet and releases it back through 
the top of the stone in a rainbow 
haze. For use with customers, glossy 
cards containing the same descrip- 
tive diagrams and illustrations are 
included with the booklet. No charge 


POO OK 


owners yi 


Rings of the Past. . 


a display to show characteristic diamond engagement rings for each 
era represented by the dolls. Bookings for the display were sched 
uled with jewelers throughout the country. At the present time, Ayer 
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An historical doll collection was set up as 


is made for this service booklet, and 
nearly 30,000 copies have been dis- 
tributed to jewelers throughout the 
country. 


> Also available are two sets of 11 x 
814 photographs illustrating the ma- 
jor steps in mining and cutting dia- 
monds. These pictures have been of- 
fered free of charge in jewelry trade 
advertising, and jewelers use them 
as display pieces on walls and in 
windows. Many have had them en- 
larged to mural size for decoration 
in rooms especially 
showing diamonds. 
Mrs. Gladys Babson Hannaford, 
N. W. Ayer’s diamond lecturer, of- 
ten addresses conventions of retail 
jewelers’ associations and_ other 
trade organizations. In these talks 
she usually makes suggestions to 


reserved for 





Aid for Jewelers . 
merchants. “The Day You Buy a Diamond, 
chasers. “More Dollars from Diamonds, 





Simplicity . . . Main characteristic of De 
Beers counter display card is its dramatic 
simplicity. Card, like most of the promotion 
pieces, does not plug company name 


ee 


Helpful manuals of several kinds are prepared regularly for diamond 
is a booklet given to prospective diamond pur 
is a sales manual for jewelers that has a series of 


pages also printed on cards that can be shown to customers while the jeweler reads from 


the booklet. “Merchandising Diamonds 
jewelry business publications 


DIAMONDs A 


Bretevarer 


s a reprint of sales and promotion tips from leading 


NT) Noise 





and the doll collector are working on a display of English Queens 
to tie-in with the coronation of Queen Elizabeth ||. The important 
role diamonds will play in the coronation ceremonies will be tied 


n with the significance of diamonds throughout history 
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Pep Talk .. . Mrs. Gladys B. Hannaford, 
N. W. Ayer's diamond lecturer, gives talks 
to retail jeweler association conventions 
making suggestions on how they can im- 
prove their diamond selling methods 


jewelers on how they can improve 
their diamond selling methods. 

Ayer also encourages jewelers to 
give talks about diamonds to groups 
in their communities. To help them 
do this, a prepared 30-minute lec- 
ture, “Diamonds With A Past,” is 
available. Along with the printed 
lecture are suggestions as to delivery 
and display material. Outline cards 
of the lecture are also supplied in 
case the jeweler would prefer to 
speak informally rather than read 
his speech. 


> Special articles are prepared reg- 


ularly for a leading jewelry trade 
publication. Later these articles are 
compiled into booklet form such as 
“The ABC’s of Diamond Selling,” 
and made available to jewelers. “The 
ABC’s of Diamond Selling,” for ex- 
ample, listed the answers to 10 key 
questions most customers ask before 
buying a diamond. These answers 
describe the differences between 
cuts in diamonds, why a properly 
cut diamond may be more valuable 
than a larger, improperly cut stone. 
Color in diamonds is_ explained. 
Various settings are discussed and 
described. Another article in the 
same booklet is devoted to illustra- 
tions and descriptions of “In-Store 
Displays.” 

Ayer has also helped the owner of 
an historic doll collection set up a 
display showing the characteristic 
diamond engagement rings for dif- 
ferent historical periods represented 
by the dolls. Bookings for the dis- 
play were scheduled with the jewel- 
ers throughout the country. At the 
present time, Ayer and the doll col- 
lector are working on a display of 
dolls representing English queens 
which will be available to jewelers 
during the period of interest in the 
Coronation of Queen Elizabeth next 
June. The important role diamonds 
will play in the pageantry of that 
event will be tied in with the sig- 
nificance of diamonds throughout 
royal history. 

In 1952, for the first time, Ayer 
offered a promotion kit to each 
jeweler participating in the annual 
“Diamonds, U.S.A.” fashion show. It 
was planned to help the jeweler get 
maximum local advantage from par- 
ticipation in the New York show. 


Feminine Appeal .. . Striking full-color magazine advertisements feature fine arts paint- 


ings. The copy and artwork are designed to appeal to women 
sales. The copy for the ads usually tells a romantically worded ‘‘story 


‘permanence’ of diamonds. 
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the power behind diamond 
and emphasizes the 


Invitation . . . This invitation is used by 
jewelers to invite customers and prospects 
to view jewelry they displayed at the annual 
Diamonds U. S. A.” fashion show in New 


York. 


Advertising layouts, window display 
suggestions and envelope stuffers 
were included. Each jeweler also re- 
ceived one of the electrically lighted 
engagement ring display pieces used 
at the show with suggestions as to 
how he could incorporate it into his 
own store displays. 


Putman Awards Brochure 
Describes Best Entries 


Volume five of Putman Publish- 
ing Co.’s (Chicago) “How Indus- 
trial Advertising Helps Make Sales” 
is devoted to descriptions by the 
ten winning entrants in the 1952 Put- 
man Awards Contest. The awards 
of $5,000 are given annually by 
the National Industrial Advertisers 
Assn. for the best documented ex- 
amples of how industrial advertising 
increased sales. 

The 46-page issue with three- 
color cover has detailed accounts 
by the winners of a specific cam- 
paign. Each story is handled in a 
readable outline form complete with 
statistics on the results of the adver- 
tising. The format of each piece 
and customer reactions to it are de- 
scribed. 


For your copy, circle No. 435 on the 
Readers Service Card near back cover 


A 21-page booklet containing an 
entry blank and rules for the Putman 
Awards Contest for 1953 is now out. 
The booklet describes the contest, 
gives hints on how to document re- 
sults, tells about the purpose of the 
contest and names this year’s judges. 

The booklet also lists additional 
literature available from Putman for 
use in planning a campaign or in doc- 
umenting one for the contest. Some 
of the aids are “The Radar of Sell- 
ing,” a documentary sound-color 
film; “After All, What Is an In- 
quiry?,” a booklet, and “Trilogy of 
Industrial Advertising Know-How” 
by Bernard Dolan, Robert Towne 
and Anthony Neher. 


For your copy, circle No. 436 on the 
Readers’ Service Card near back cover 
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INCOMPARABLE CARIBBEAN ISLES 


TRINIO AD & TORAGO TOURIsT 


Caribbean Bound ... These materials, furnished by the Grace 
Line, are the basic items from which department and women’s wear 


BO-4 


Luxite Introduces A New 


Lingerie Line and Uses 





stores will build window displays this spring, promoting a new 
Caribbean Colors line of Luxite lingerie. 


aribbean Trip Prizes To 


Promote Window Displays 


Getting department and women’s 
wear stores to feature a single man- 
ufacturer’s brand name merchandise 
in window and store displays is one 
of the toughest problems in the 
books. Holeproof Hosiery Co. (Mil- 
waukee) had this “strike” against 
them right from the start when they 
introduced their new Caribbean Col- 
ors line of Luxite lingerie. 

The company refused, however, to 
admit that the problem was more 
than difficult . and came up with 
a natural tie-in which promises to 
put the new line before the eyes of 
thousands of fashion 
women across the nation. 

The tie-in! A window display con- 
test with six 12-day, all-expense- 
paid Caribbean cruises as prizes. 
Not only are the prizes a natural 
tie-in . . . the display materials will 
cost Holeproof almost nothing. 
> The obvious display materials are 
travel posters, folders, luggage tags, 


conscious 
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sailing schedules and other colorful 
materials available from the Grace 
Line, whose ships will carry the prize 
winners to Curacao, Venezuela, Co- 
lombia and points south. 

All of the promotions of the new 
line have been tied-in with the Car- 
ibbean theme. The line was launched 
in November with a press party 
aboard the SS Santa Paula in New 
York harbor. This was followed 
with buyer showings in New York in 
January amid colorful Caribbean 
trappings. 

The contest, itself, was introduced 
to stores with a two-color, news- 
paper-style announcement headline, 
“You Can Win Caribbean Cruise in 
Luxite Window Display Contest.” 
The announcement was part of a 
promotion portfolio, which contained 
illustrations of suggested window 
displays, suggested copy for news- 
paper ads, radio spot copy, reprint 
of a four-color ad from Vogue and 


Holiday, suggestions for a Caribbean 
colors fashion show, promotional 
suggestions for the new line, and 
Grace Line baggage checks, travel 
folder, sailing schedule and repro- 
ductions of travel posters. 


> The window display suggestions 
were in keeping with most stores’ 
desire to produce their own special 
displays. Typical suggestions: 


e Place a bamboo screen on a plat- 
form or rug with one sitting manne- 
quin and two standing on each side 
of seated figure. Place a cluster of 
palm leaves near the seated figure 
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with sign: “Colors from the Carib- 
bean by Luxite.” 


e Hang fish net with oars and life 
savers with “S. S. Luxite” between 
display cases with palm leaves. Have 
a simulated sailboat on netting also. 
Inside the case, garments draped 
over waves with sign: “Colors from 
the Caribbean by Luxite.” 


e Center cruise posters mounted on 
a large frame between palm leaves, 
with a trunk on one side, and suit- 
cases on the other with mannequins. 
The entire display is on a grass 
cloud. Sign: “See Yourself in Lux- 
ite in Caribbean Colors.” 


e Place a large map of Carribbean 
Sea on the background in green with 
a dark blue cloud on the floor for 
the sea. Place two mannequins and 
two display stands in the foreground. 
Sign: “Caribbean Colors by Lux- 
ite 


> Like the other promotions, the 
suggestions for a fashion show were 
built around the obvious Caribbean 
theme: 

“Construct back of runway to sim- 
ulate the deck and sides of a ship. 
Use round mirrors as portholes to 
carry out the theme of ‘See Yourself 
in Luxite.’ The runway should look 


as much like a gangplank as possible. 
Print ‘Luxite’s Dream Cruise to the 
Caribbean’ on the side of the ‘ship,’ 
or on a ‘life saver’ attached to the 
ship’s rail. Attach a banner on each 
side of the runway, with the slogan, 
‘See Yourself in Luxite’s Caribbean 
Colors.’ Play Latin rhythms for mu- 
sical background.” 

Another fashion show suggestion 
was built around a Caribbean island 
scene, with palms, tropical flowers 
and sand. 


> The promotional suggestions help 
bring the Caribbean theme right to 
the point of purchase: 


e Paint “See Yourself in Luxite’s 
Caribbean Colors” on mirrors in all 
departments, and on elevator mir- 
rors. You might paint or paste a 
small palm tree or other symbol of 
the Caribbean beside the phrase. 


e Attach tags to women’s luggage in 
your luggage department with the 
slogan—"See Yourself in Luxite’s 
Caribbean Colors, Lingerie Depart- 
ment Attach smaller 
tags with the same phrase to hand- 
bags. Attach cards with the phrase 
to all racks displaying cruise and re- 
sort wear 


floor.” 


dresses, coats, etc. 


e For interior displays, arrange a 


‘*See-Going’”’ Press Showing .. . Luxite's new line of Caribbean Colors lingerie was 
introduced at a press showing aboard the SS Santa Paula in New York harbor. 
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model wearing a Luxite garment in 
front of mirror, with cardboard palm 
tree or actual palm at one side. 
Place a card with “See Yourself in 
Luxite’s Caribbean Colors” at mod- 
el’s feet, or paint the slogan across 
top of mirror. 


e Paint a background of part of a 
ship. Use large, round mirror as a 
porthole. Place one or two models 
wearing Luxite garments in front of 
this so that part of each garment 
shows in mirror. Have one model 
looking in mirror. Paint “Luxite’s 
Dream Cruise to the Caribbean” 
across the side of ship. Paint the 
phrase “See Yourself in Luxite’s 
Caribbean Colors” across the bottom 
of display. 


e For counter and window display, 
use available material, blow-ups, 
counter cards with reprints of Lux- 
ite Caribbean colors ad, travel fold- 
ers, ship models, etc. 


e Give orchids to the first 50 or 100 
women that purchase Luxite Carib- 
bean color styles on opening day of 
promotion. 


e Feature a consumer contest on 
“Why I want to go to the Caribbean 
for a vacation!” in fifty words or less. 
Give travel wardrobe for prizes. 


> The contest rules offer a good 
guide to anyone who might be in- 
clined to try a similar promotion. 


They include: 


e The contest is open to all ready- 
to-wear retailing establishments in 
the U. S., its territories and posses- 
sions and Canada. Winners are to be 
notified by mail. Judging is to be 
from photographs of the displays. 


e The contest covered a month-long 
period to bring the closest possible 
tie with national promotion of the 
new line—April 19-May 23, with 
entries to be postmarked not later 
than midnight, May 30. 


e Stores may enter as many different 
window displays as they desire, with 
separate photos of each entry. 


e Entries will be judged on the basis 
of originality and uniqueness. 


e Holeproof will pay up to $7.50 to- 
ward the cost of the photo of each 
separate display. Photo costs in ex- 
cess of $7.50 to be borne by the store. 
All photos must be at least 5° x 7”. 
They need not necessarily be taken 
by a professional photographer. 

e All photos become the property of 
Holeproof; none to be_ returned. 
Entry into the contest constitutes a 
warranty that the sender has author- 
ity to submit the photo and permis- 
sion for Holeproof to utilize the 
photo in advertising and publicity. 
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Display Ideas a la Caribbean . . 


. 


Luxite’s promotion: kit con- 
tained these suggestions as idea stimulators for stores which will 


\ 
\ 
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compete for prizes in the Caribbean Cruise contest. Most stores are 


e Luxite will furnish appropriate 
display material and suggestions for 
help and guidance. However, this 
material need not necessarily be 
used. Luxite will not share in the 
cost of any other display material 
whatsoever. 


e Entries will be grouped and judged 
in three categories, according to the 
store’s overall annual sales volue: 
(1) under $500,000; (2) between 
$500,000 and $2 million, and (3) over 
$2 million. 


e No other wearing apparel may be 
included in the window display entry 
except Luxite merchandise and ap- 
propriate footwear and/or headgear. 
Other items such as luggage, jewelry. 
sports equipment, etc. may be used 
as props only. 


e Contest will be judged by a panel 
of impartial display authorities. De- 
cision of the judges is final. Dupli- 
cate prizes awarded in the event cf 
ties. 


e Contest is subject to all federal, 
state, and local laws and regulations. 


e All entries to be mailed to Hole- 
proof’s Milwaukee offices. 

Spelling out all of the details at 
the beginning, and in detail, will 
prevent any possible ill will at a later 
date, Holeproof officials feel. The 
company also avoided one other pos- 
sible trouble source—each prize is 
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composed of two awards. The an- 
nouncement explains: 

“Prizes in the contest have been 
planned so that the two people most 
responsible for the winning display 
will each receive awards. Each store 
is free to allot beth awards as it sees 
fit. For instance, the Caribbean 
Cruise award of the first prize might 
be given to the display man and the 
$100 savings bond to the 
buyer or 


lingerie 
merchandise manager o1 
vice versa. However, this is entirely 
up to the individual store. The only 
condition is that no one individual 
may receive more than one award.” 

In addition to each of the three 
dual first prizes, there are double 
second and third prizes and 50 hon- 
crable mention certificates in each 
The second 
prizes include a television or radio- 
phonograph set and a $50 savings 
bond; the third prize, $100 and $25 
savings bonds. 


of the three categories. 


> Russ Felzer, Luxite’s advertising 
and promotion manager, reports, 
“This is the first time that we have 
sponsored such a contest, but we feel 
that the growing interest in the ro- 
mantic Caribbean area ex»nressed in 
the beautiful Caribbean colors in oun 
spring line makes such a 
timely and appealing, and insures a 
sales-pulling event for our stores.” 

With fingers crossed, and a well- 


contest 


expected, however, to develop their own 
variety of travel items keyed to a « 


display ideas using 


1rowing interest in Caribbean travel 


organized campaign underway, Mr. 
Felzer is hoping that this growing in- 
terest in the Caribbean will result 
in erasing that “first strike” and that 
women will be seeing sales-impelling 
Luxite window displays the nation 
over. 


Vetal Display Clips 
Described by RHC 


An aid to creating flexible, space- 


saving and attractive displays is de- 
scribed in a booklet, “Space Klips,” 
published by Reflector 
Corp. (Chicago) 
The eight-page, 


Hardware 


two-color booklet 
tells how the company’s metal clips 
can be attached easily to perforated 
boards and 
kitchen 


used to hang tools o1 
utensils fo 
shelf on 


display Or as 
supports for counter dis- 
plays. Line drawings illustrate di- 
rections for attaching the space clips 
to the varied 
uses for them. The company’s per- 
forated 


also described and illustrated 


boards and 


Suggest 


boards, “Spaceboards” are 

A catalog section in the back of the 
booklet lists the 
clips, 


Various types ol 


brackets, hooks and_ racks 
available as well as a complete list 
of prices, sizes and thicknesses of 


spaceboards offered 





ELECTRICAL 
WIRING 
DEVICES 


Designed To Make Good Displays and Signs 
... PERFORM BETTER 
...- LAST LONGER 
...- LOWER COSTS 


Supplying the Display and Sign Industries for 
over a quarter century with a quality line of engineered 
electrical wiring devices: 


FLASHERS . . . SOCKETS . . . HEAT MOTORS 
MINIATURE LAMPHOLDERS . . . HARNESS ASSEMBLIES 
CORD SETS .. . SPOT LITERS . . . SWIVEL SOCKETS 

SWITCHES . . . BALLASTS . . . PLUGS and CAPS 


For quick, easy mounting in all types of units: 
cardboard, plastics, metal, or wood. Take trifling 
space; give trouble-free, lasting service. For indoor 
and outdoor displays and signs—Fluorescent—lIncan- 
descent—Cold Cathode. 

Willing, prompt help to designers, producers, 
and agencies from a seasoned staff of engineers to 
solve wiring problems and to select, or develop, the 
ideal devices for your special needs. 


Write Today For Catalog +140 


MOUNT VERNON, N. Y. 
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check these features: 


. New! Brighter illumination 4. No maintenance 


MODEL F 22 PATENT 


PENDING 


. Dealer Imprint 5. Any quantity, large or small 


- Operates on low line voltage 6. Competitively priced 
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Touch System for Sheets Pequot 
Mills (Salem, Mass.) answered customer de- 
mands to ‘feel’ sheets before buying by 
designing this revolving counter display 
showing two swatches (before and after 
laundering) of each of the four types of 
sheets manufactured by the company 


Pequot Counter Display 
Permits “Feel Testing” 


A sheet selector, a permanent 
counter display, has been created by 
Pequot Mills, (Salem, Mass.) The 
four-panel display revolves showing 
two swatches (before and _ after 
laundering) of each of the four types 
of sheets manufactured by Pequot. 


Above each panel factual copy 
points out uses and thread count for 
each sheet. The company believes 
the sheet selector is the answer to 
consumer demands to subject sheets 
to a “feel test” before buying. Indi- 
vidual, cellophane-wrapped pack- 
ages have made such a test impos- 


sible. 


The selector will also be a valu- 
able aid for sales personnel enabling 
them to quickly learn differences 
between muslins and __percales. 
Swatches are readily changeable 
when they become soiled. A supply 
of fresh swatches is sent with each 
display unit. 
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THIS HELPS YOU GET 


LOW COST POINT: OF-SALE DISPLAYS 















jpromotion 
11 X 14 SIDE CARDS 


You save money and get top YOUR Copy MERE 
| quality promotional material 20 X 28 CENTER DISPLAY 


tailor-made to sell your prod- 


uct. Give your sales a boost 
ith rful selli Is de- 
bad ty tap crecties TRO ee ed ee 


lithographer. 


INDIVIDUALIZED COPY 





24 X 36 CENTER DISPLAY 





a. 
~ a / 
YOUR COPY MERE 


















DIE-CUT, EASELED 
SANTA—25” AND 
52” HIGH. WITH OR 
WITHOUT COPY PANEL 


12 X 18 SIDE CARDS 
AT THE OBERLY & NEWELL DISPLAY BOOTH NO. 29 
PALMER HOUSE, CHICAGO, ILL. 


Also Available —Thanksgiving, Mother’s and Father's Day, 
MARCH 31—APRIL 1-2 


SEC ey Tis ete ati 
WRITE FOR SAMPLES AND INFORMATION 





LITHOGRAPH CORPORATION 
545 Pearl Street, New York, N. Y. © WO. 2-3735 
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We dor't know how to write ads about 
ourselves - but we do know how to 


increase your Sales with beiter POP 


ideas — we are in booth 18 at the 
POP show... 


X-Ray Visual Sales Method, Inc. 


35 E. WACKER DRIVE, CHICAGO 1 


YOUR DISPLAYS 


STAY UP 

GET ATTENTION 
WITH 
ARLINGTON 
ALUMINUM 
FRAMES ... 


Your selling signs get pre- 

ferred attention when framed 

in satin polished 

aluminum. Solve 

your placement 

° aan | problem by us- 


~~" DISPLAY FRAMES 
“Easy to get up” sage, aluminum 


| AND THEY STAY HPS | pone. 


ing a permanent, 
changeable mes- 


ARLINGTON ALUMINUM COMPANY 


DETROIT 23. MICHIGAN 


Smaller Quantities of 
Book Display Available 


Gale Dorothea Mechanisms (Elm- 
hurst, L. I, N. Y.) has announced 
small quantity availabilities of a 
low-cost automatic cardboard book. 
The book was previously available 
only in large quantities through Ein- 
son-Freeman Co. (Long Island City, 
N. Y.) 

The Turning Book, now available 
in quantities from one to 500 through 
Gale Dorothea Mechanisms, con- 
sists of an imprinted, laminated 
wood grain backboard of sturdy bev- 
eled Masonite, 18142” wide by 13” 
high. An AC motor-driven mecha- 
nism is bolted to the back of the 
backboard and operates the pages 
through a slot. 

In one minute of action there are 
six steps. Half of this time is taken 
up by movement (turning of pages), 
and the other half by a stationary 
period for reading. Three moving 
pages and two non-moving pages 
(first and last) are 7” wide by 10” 
high of blank cardboard. Copy or 
photos may be mounted to the card- 
board, or the cardboard may be used 
for lettering, drawing or silk-screen- 
ing. 


News Photos Used for 
Advertising Displays 


A combination news picture and 
advertising service is being offered 
by Picture Recording Co. (Ocono- 
mowoc, Wisc.). The basic element 
of the service is a large cabinet with 
a 20” television-type screen at eye 
level. 

The cabinet contains a projector 
which throws both news pictures and 
ad slides on the screen. Each user 
receives 12 current news slides and 
four ad slides each week. The serv- 
ice is offered on a rental basis at $6 
per week, which includes the pro- 
jector unit and a weekly set of 16 
slides. 

The unit serves as a point of pur- 
chase attention getter. It requires 
only four square feet of floor space. 
The same principle has also been 
incorporated into custom-made point 
of purchase display units. Bendix 
Home Appliances, for example, has 
used the service as part of a colorful 
display for its automatic washers and 
dryers. The news pictures point up 
the theme, “New as today’s news.” 
A folder offered by Picture Record- 
ing Co. gives additional details of 
the service. 
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Flattery Pays Off .. . Photographs of individual dealers pasted 
over the original, mass-produced heads on POP display pieces flat- 


Miami Beer Distributor’s Displays Prove 
Hundreds of Heads Are Better Than One 


Manufacturers spend thousands of 
dollars working up gimmicks that 
will assure their prize display pieces 
placement at the all-important point- 
of-purchase. But the ultimate suc- 
cess or failure depends upon the man 
at the end of the distribution line 
who must actually place the piece. 

A Miami beer distributor turned 
the tables on a manufacturer, how- 
ever, and himself developed the gim- 
mick that made an already good 
display a “sure fire” winner. 

Harold Davis of Miami High Life, 
Inc. received a large shipment of 
POP displays from Miller High Life 
(Milwaukee). The display, nick- 
named “Handsome Harry” by Ein- 
son-Freeman Co. (Long Island City, 
N. Y.), which produced it, was de- 
signed to serve a dual purpose in 
supermarkets. The life-size figure, 
fitted into the end of a beer carton, 
made a counter display. On a six 
case foundation, he became a floor 
stand. 


“Handsome Harry” held a memo 
pad in his right hand with tear off 
slips reading, “Please put a case of 
Miller’s High Life in my car.” The 
base of the pad suggested, “Tear off 
slip—give to cashier.” A circle in 
Harry’s left hand carried space for 
the case price. 


> That was the raw material for dis- 
tributor Davis. But effective beer 
displays are not exactly uncommon 
especially in Miami during the 
winter “rush” season, when good 
display space is at a premium. 

Mr. Davis’ added gimmick was to 
personalize the displays. The method 
was to substitute the faces of various 
beer retailers for that of “Handsome 
Harry.” He explains: 

“The photographs of the individual 
dealers were taken by a local com- 
mercial photographer in their places 
of business after the idea had been 
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sold to the various retailers by the 
salesmen and supervisors of our or- 
ganization. 


“After experimenting with black 
and white and sepia, neither of 
which was satisfactory, we decided 
to have them made in natural color 
in order to conform with the rest of 
the display. This retouching was 
done by the photographer’s staff af- 
ter the head (which was the only 
portion of the photograph used) had 
been blown up to the approximate 
size of the display model. 


“With a guaranteed minimum of 
100 bookings, the photography, en- 
larging, coloring and mounting on 


Hicu bast \ 


(N YOUR CAR? 


\ @ SS 


Handsome Harry .. . Original counter 
display piece furnished distributors by Miller 
High Life featured this life-size figure. 


tered the dealers and gave Miller High Life beer premium store 
display space. The idea sprang from the head of a Miami distributor. 


the display (for which a rubber 
product was used) was done for $7 
each.” 


> To line up placements, Mr. Davis 
had sample displays made featuring 
the likeness of his salesmen and su- 
pervisors, who approached the re- 
tailer with this visual example of 
the display. The photographer fol- 
lowed up a few days later and when 
all of the pieces had been made they 
were put out en masse within two or 
three days for a “smash” impact. 

Sales records left no doubt as to 
the success of the gimmick. Accord- 
ing to Mr. Davis, “The success of 
this promotion was the fact that it 
enabled us to secure additional and 
more desirable display space for our 
product in the grocery stores, super 
markets and package stores which 
could not have been secured with 
any inducement other than a person- 
alized one such as this. It created a 
conversational topic for the grocer 
or clerk and his customer and was 
naturally flattering and increased 
the prestige of the photographed in- 
dividual.” 


Introduce Motor for 
Animated Displays 


A small electric impulse motor 
with variable speeds has been de- 
veloped by General Die & Stamping 
Co. (New York). Priced at $3.50, the 
Kasson Vibramotor features low 
speed without gears and pin point 
stoppage the instant current is cut 
off. 

The unit is suitable for any ap- 
plications where reciprocating and 
rotating elements must stop dead at 
predetermined points. It eliminates 
solenoid mechanisms and permits ef- 
ficient use of multiple pistons for 
animated displays. 

The Vibramotor is 2” x 4” x 
514” and operates on 110 volts A.C., 
60 cycles. Details are available from 
the manufacturer. 


For your copy, circle No. 404 on the 
Readers’ Service Card near back cover 
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Watch Merchandiser . 
Rita Gam tells viewers, 


. . Movie actress 
| always wear my 
Liberty when | go bowling,” in this new 
three-dimensional self-selling counter display 
card soon to be seen in more than 100,000 
stores. Designed in red, yellow, black and 
white, the Liberty Watch Corp. display has 
a cut-out image of the movie star. 


Metal Identification 
Plates Introduced 


Two new types of adhesive-backed 
metal identification plates have been 
introduced by Metalcraft, Inc. (Ma- 
son City, Ia.). The plates, called Au- 
tographs and Numbergraphs, are of 
mill finish aluminum and chrome. 


ql We 


They can be lithographed in two 
colors. 

While primarily intended as in- 
ventory control and equipment iden- 
tification plates, they can also be 
utilized as point of purchase decals 
and direct mail gimmicks. Mailings 
made by Metalcraft, for example, 
have one of the plates attached to 
envelopes. 

Both of the new plates are backed 
with a resilient, easy-to-use, solvent 
reactivated adhesive that perma- 
nently adheres to any grease-free 
surface. Samples and descriptive lit- 
erature are available from Metal- 
craft. 


For your copy, circle No. 434 on the 
Readers’ Service Card near back c 


Durkee-Mower Produces 
Handy Stacking Device 


An attractive, red and yellow 
checkerboard design cardboard to 
facilitate easy stacking of marshmal- 
low jars, is the unusual display idea 
of Durkee-Mower (East Lynn, 
Mass.). The inserts were created to 
eliminate awkward cap-to-cap stack- 
ing of “Fluff” marshmallow bottles. 

Copy on the new insert mentions 
12 popular uses of the product 
printed on alternating red and yel- 
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FALULA 


POPAI Meeting 


R. Harvey Whidden, vice presi- 
dent in charge of sales for W. A. 
Sheaffer Co., will be the featured 
speaker at the Seventh Annual 
Symposium-Luncheon of the Point- 
of-Purchase Advertising Institute 
during its Chicago meeting. He will 
speak on Wednesday, April 1. 

The symposium-luncheon will be 
the high spot in POPAI's annual 
three-day exhibit of window and 
store displays. An attendance of 
more than 10,000 sales and admen 
from all parts of the country is ex- 
pected at the exhibit. 

Mr. Whidden will discuss the dif- 
ficulties which beset both national 
advertisers and retailers in today’s 
markets and he will point out some 
important improvements which he 
believes can be achieved. 


low squares. As each bottle is re- 
moved a new use is suggested. The 
uses are direct tie-ins with related 
groceries such as cake mixes, ginger- 
bread mixes, sweet potatoes, gela- 
tin desserts, apples, cocoa, etc. The 
insert, by remaining on the shelf 
after the last jar has been sold, will 
remind store personnel to reorder. 
The inserts were printed by Provi- 
dence Lithograph Co. (Providence). 


FALPACO 
COATED BLANKS 


add 


extra sales punch 


Falpaco Coated Blanks assure finest 
reproduction, greater contrast in 
color, and perfect register—a// very 
important factors in sales eftfective- 
ness of a point-of-sale display. 
For more attractive and effective 
point-of-sale displays, car cards and 
calendars, standardize on Falpaco 
quality. 
These two outstanding point-of-sale 
displays were produced by Chittum- 
Kidd Company of Baltimore, for 
Vick Chemical Company and the 
Chap Stick Company, on 10-ply 
Falpaco coated blanks, coated one 
side for letterpress. 
Specify Falpaco on your next point 
of-sale display. 
Distributed by 
Authorized Paper Merchant 
from Coast-to-( f 


PAPER 
COMPANY 


Neu York Office—500 Fifth Avenue. New York 36 « Mills: Fitchburg, Mass. 
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free consultation 


on P.O.P. problems 


BY ONE OF THE TOP 
DISPLAY ORGANIZATIONS 
Designers and fabricators of 
displays of wood, plastic, 
metal, glass — illumination, 
motion. For dealer helps (in 
quontity) thot really help, 
write for literature, infor- 


mation or CALL 


COPELAND 


displays, inc. 


ee 537 W. 53rd ST., N.Y. 19 


The finest and only type of pressure- 
sensitive self-sticking stocks backed with 
BLUEBAK, the “miracle-release” back- 
ing paper. Terrific for P-O-P displays in 
paper, foil and acetate. PRES-SURE- 
STIK sticks to glass, metal, wood, plastic 
or any clear smooth surface — may be 
ordered from printers, lithographers, silk 
screeners and display manufacturers.* 
Send for samples or phone LE 2-3419. 
* We supply only stock and do not print 
or make displays. 


327 E. 29 ST. NEW YORK 16 


Your Display problems 
ya, are our business.... 


an ss. 
e\ Caia 


x ye 
¥ asr to discuss them with us. 


~——"/\ MARDOR REPRODUCTIONS 
717 LYONS AVE ° ievingten 11, W 


Space Saver Displays for Kelvinator 


ae TN) 


. . « These two displays are designed to gain 


attention in appliance stores where there is not enough room for other types of point of 
purchase displays. Both displays are designed to be used with any of Kelvinator's appliances. 
Shown with the refrigerator-top display are Ralph E. Hunter (right), Kelvinator display man- 
ager who created the background, and Thomas J. King, director of Kelvinator advertising 


and sales promotion. 


Limited Floor Space Problem Solved by 
New Kelvinator Mat, Changeable Display 


Kelvinator dealers in 1953 will be 
using new types of floor displays de- 
signed to carry a strong promotional 
message within limited space, ac- 
cording to Thomas J. King, director 
of Kelvinator advertising and sales 
promotion. 

“In appliance stores today, floor 
space is at a greater premium than 
ever before,” Mr. King pointed out. 
“Retailers often have felt themselves 
forced to do without an effective 
point-of-sale display simply because 
there was not room enough for both 
it and the merchandise it was de- 
signed to help sell. 

“Kelvinator has stepped squarely 
up to this problem by designing a 


LITHOGRAPHED CARDBOARD DISPLAYS 


IDEAS 
EXPERIENCE 


FACILITIES 


MAY 


It’s the IDEA that makes a Display a 
standout .. INLAND Ideas are fresh 
and different ..and we doa honey of a 
production job—colorful and eye-com- 
pelling. Let us think up a‘‘Look Again’’ 
Display for you... Ask us over today! 


MUU GUM eA MANY 


CHICAGO 6 © RANDOLPH 6-3256 


multi-product background that not 
only takes practically no floor space 
but also is perpetually ‘timed right’ 
to carry each national advertising 
message right to the dealer’s floor.” 


Designed by Ralph E. Hunter, 
Kelvinator display manager, this 
space-saving background features an 
18” by 37” central panel adaptable 
to Kelvinator refrigerators, electric 
ranges, freezers or other products. 
Interchangeable “filler cards” and 
other promotional items or sales 
messages fit into the central panel. 


> Another space-saving display is a 
simple but effective rubber floor mat, 
usable anywhere in a dealer’s store. 
Twenty by 36 inches, it bears in 
white on light maroon the appropri- 
ate inscription: “Step Up to Your 
Best Buy—Kelvinator!” 

In addition to the central panel of 
the basic background, there are 
clear-plastic holders, each 5 by 10%, 
which extend from each side of the 
center section. The holder at the 
right contains a binder with clear- 
plastic punched “envelopes” with 
complete sets of specification sheets 
on Kelvinator products. Besides en- 
hancing the display, the specification 
book serves as a reference for sales- 
men. The left-hand holder is for line 
folders and other consumer litera- 
ture. 


The entire display is supported by 
a metal telescoping rod that permits 
instant adjustment to the height of 
whatever product is used with it. A 
heavy metal base prevents tipping. 

The 10 different “filler cards” for 
the central panel are mailed to the 
dealer on a periodic basis, timed to 
tie in with Kelvinator’s national ad- 
vertising insertions and with special 
campaigns. 
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“Magic Box” Offered 
On Free Trial Basis 


To acquaint prospective customers 
with the “1,001 different uses” of its 
new “Magic Box” flasher display, 
Gale Dorothea Mechanisms (Elm- 
hurst, L.I., N. Y.) is offering the 
equipment on a free trial basis to 
firms and stores interested in ani- 
mated devices. Its adaptability makes 
it suitable for most any product or 
any message where visual acceptance 
can be psychologically encouraged. 
The “Magic Box” operates as a se- 
quence timer control for the anima- 
tion of lights where either slow or . . - 
fast lights are needed for display ¢ Sales Promotion 
purposes, and it also can be used to 
turn on and off other animation such i 
as turntables, sound systems or any Merchandising 
other device controlled by AC cur- 
rent only. It can be utilized for all . os 
kinds of lighting effects, for ex- © Direct Advertising 
ample: as a “chaser” action using 
two to nine lights (a “chaser” turns TEmple 1-8117 
just one light on at a time with in- —a 
stantaneous switching from one light ® POINT-OF-PURCHASE ADVERTISING INSTITUTE, INC. 
to the next); as a “speller” action 
from two to eight lights (a “speller” 
builds up, with each light holding 
until all are on, then snaps all out 
instantly and shiiadiennabadin or VISIT US AT BOOTH NO. 64 P.O.P.A.1I. EXHIBIT 
any combination of “chaser” or PALMER HOUSE, CHICAGO—MARCH 31st, APRIL Ist and 2nd, 1953 
“speller” action. 
Depending on the needs of the 
exhibit, the pattern can be alternated 
from day to day. Equipped to pro- 
duce 1,001 different flashers with 
just the twist of a dial, the “Magic 


Bows very simple to oprete {th ALLANPORTANT | 
ADHESIVE PROBLEM. 
Mp ICK tacky on STAN C 
T: Fig 


3114 GRAND RIVER 
DETROIT 


Both Sides 
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TEST TRIAL PACKAGE | a 
.... BE CONVINCED! A Working Manual f 


Point-of-Purchase Display Creators 
Discusses and illustrates all types of light 
package containing 320 magic stickers: and motion units for mass produced dis- 
144 squares; 128 triangles, 48 oblongs. plays: MOTION — Circular, tapping, oscil- 

SUPERIOR PRODUCTS COMPANY lating, lifting, turning and twisting, vertical, 
1112 horizontal, pumping, special motions . . . 

12 Boylston St., Boston 15, Mass. LIGHTING (incandescent and Fluorescent) 
SATISFACTION GUARANTEED or MONEY REFUNDED - |  _— alternating, random, simultaneous, and 

combination flashers. 
SUPERIOR PRODUCTS COMPANY =| Fanaa lane See hee eee 

| | in Vv : 
1112 Boylston St., Boston 15, Mass. 7 kee ee — 


Send one dollar today for the trial 


Stoppers ... These two-foot high trade 


Enclosed is $1.00. Please rush trial pack- : Write or call for 
characters with Spry can and Good Luck age of TRICK-TACKS to: 
; 2 Bulletin #233 M 
margarine box bodies have been stopping 


Park A II th f : N HAFT & SONS ®* Inc 
ark Ave. strollers as they perform various ame aaa 
household chores in the windows of Lever BROOKLYN 5, N.Y. 
Te STerling 3-1740 


s : One Dependable Source 
City & State ..... raisin 0) for All Motion and Light for Displays 


Bros. (New York). Spry advertising manager 2 Address .. 
E. B. Baker points out a particularly active 
character. 
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<q Biggest Brains in the Business... A 


group of stage, radio and TV comedians, 
who bill themselves as the 
in Show Business, 


Biggest Brains 
were recruited to serve 
as ‘experts’ on a quiz panel for Admiral’s 
dealer sales film, “Lines and Fines.’ Occa- 
sionally the ‘brains’ disagreed and Kling 
Studio motion picture and TV executive, 
Fred Niles, settled the dispute. Cast of the 
first film in a series being produced by 
Kling, included: (Front, left to right) George 
Tobias, Sid Melton, Mike Mazurki and Hal 
Block; (Back, left to right) Edward Sherwood, 
former Admiral TV director, Fred Niles, Pat 
Tobin and Louise Fahsbender. 


Admiral Puts New Life 


Into Its Sales Meetings 


By Peg Miller 
AR Associate Editor 


Distributors for Admiral Corp. 
(Chicago) television sets were 
grumbling. Their dealer sales meet- 
ings were not producing the desired 
results. Dealers fell asleep, did 
crossword puzzles, argued about the 
Dodgers’ chances—in short, paid lit- 
tle attention to sales training films 
and invented elaborate excuses for 
not attending the next meeting. 

Admiral did some checking. The 
staff discovered that television set 
and electrical appliance manufac- 
turers all were producing exactly 
the same type of films and sales 
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Admiral Corp. was having trouble getting the 


desired results from its dealer sales meetings. 
So the appliance manufacturer borrowed a 
popular TV program format and developed 


a new formula. 


training materials. A _ typical film 
featured an innocuous young man 
who waggled a finger at the TV 
model and barked a high-frequency 
sales pitch at his audience. After 
being subjected to five similar films, 
the dealers were bored—and an- 
noyed. 


Admiral decided it was time for a 
change. An order went out to Kling 
Studios (Chicago) to produce 
“something different” in a coordi- 
nated sales training and visual aid 
program. They wanted a film suffi- 
ciently entertaining to impress the 
Admiral line deep into the dealer’s 
sub-conscious. 


> Kling created “Lines and Fines’ — 
a 16mm film patterned after the tele- 
vision show “What’s My Line.” 
Stage, radio and television come- 
dians—Hal Block of “What’s My 
Line,” Sid Melton and Mike Mazurki 
of “Guys and Dolls,” and George To- 
bias, a star of “Stalag 17,”’—com- 
posed the panel. 


Questions such as “How long does 
it take to install a new UHF con- 
verter?” were tossed at the panel. 
Then the scene switched to a “secret” 
studio where Ed Cooper demon- 
strated, with faint overtones of the 
old sales “pitch,” the correct answer. 
The camera swings back to the panel 
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again for more sugar coating. The 
comedians answer the same question 
with much mugging, quips and 
doubletalk. Pat Tobin, the pretty 
quizmaster, gravely corrects. the 
panel—and so on for each sales 
point. Panel members are “fined” a 
carton of cigarets, a bottle of liquor 
$5 for each zany answer. 


> A special introductory promotion 
was conducted with each of Ad- 
miral’s 90 distributors. First a bulle- 
tin announcing the coming film and 
listing training materials was mailed. 
Later a 33 1/3 LP, 10-minute record 
explaining the film, containing sug- 
gestions about conducting dealer’s 
meetings and mentioning special 
sales points of the new model was 
sent to each distributor. 

Large flip charts are also supplied 
to the distributors for use at the 
meetings. Photographs, line draw- 
ings, reverses and large, sans serif 
type used in the charts helped em- 
phasize new features of the TV sets. 
Two colors were used—the second, 
a light brown, suggesting wood fin- 
ishes used on TV sets. 

After showing the 20-minute film 
and running through the flip charts, 
the distributor suggests that the 
dealers play the “Lines and Fines” 
game. Admiral supplied quiz sheets 
for the game. For each correct an- 
swer, the distributor offered cartons 
of cigarets, liquor or $5 prizes. The 
meetings, while informative, are 
swathed in “party” atmosphere. 


> Kling produced the supplementary 
materials for the meetings including 
the flip chart and distributor’s in- 
struction record. Eight-page bro- 
chures also were printed to be passed 
out to dealers. Each brochure de- 
scribed the new model, mentioning 
pertinent sales points. Photographs 
of the panel and comments by the 
comedians were utilized to give the 
brochure color and “punch.” 

Admiral reported the new ap- 
proach an immediate success. Kling 
was asked to give the rest of the 
Admiral line—refrigerators, ranges, 
home freezers—the same treatment. 

Coordinated training aids includ- 
ing a new “Lines and Fines” film 
with a different panel has been com- 
pleted on refrigerators. Flip charts 
for the refrigerators showed an even 
fancier format. Four-color photo- 
graphs of food lining refrigerator 
shelves and an even greater use of 
illustrations were featured. “Glacier 
Blue” is the second color on the 
refrigerator charts—playing up the 
new “Glacier Blue” color touch 
added to Admiral refrigerators. 

A third film on ranges and starring 
Ish Kabibble is now in production. 
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Side Lines ... 


Additional materials to accompany the sales training films were a 33-1/3 LP 


record for the distributor which explained the film, and a booklet featuring still shots from 


the film and restressing important sales points. 


Growth in Business Use 
of Projectors Reported 


The growing popularity of motion 
pictures for business uses is reflected 
in a report by Ampro Corp. (Chi- 
cago). The leading manufacturer of 
audio-visual equipment reports that 
business firms have taken over the 
role of top purchasers of 16mm sound 
projectors, which has long been held 
by schools. 

“The trend toward wider use of 
motion pictures in business, which 
has been gaining steadily since the 
end of the war, is due to be still 
further accelerated in coming 
months,” says Howard Marx, Ampro 
vice president. 


at a 30 


zipper closure 


WITH A Bipmacster 
THE 


Combines a Ring Binder Display Unit with a Handy Zipper Case 
Attracts and holds prospect's attention by setting up sales material 


PERFECT SALES KIT 


angle when he is standing, or a 60° angle when he is sit- 
ting Two pockets hold order pad, circulars, etc. Weatherproof 


SEND FOR FREE FOLDER 


oe Sales “Jools, Jue. 


Ampro’s industrial sales increased 
nearly 18°; last year alone and, ac- 
cording to Marx, represented 35° of 
the firm’s total sales. 


Princeton Film Center 
Completes Canvas Movie 


The application of canvas in in- 
dustry. commerce, public service, 
etc. is the subject of a new 20-min- 
ute 16mm color and sound motion 
picture produced by Princeton Film 
Center (Norristown, Pa.). The film, 
“Flamefoil Canvas Protection,” dem- 
onstrates many uses of canvas. It is 
loaned free. 


1708 W. WASHINGTON BLVD. 
CHICAGO 12, ILLINOIS 





to Get the Most from 


OFFSET 


By H. C. Latimer 
General Information Service 
Lithographers National Assn. 


Many production men and art di- 
rectors, thoroughly familiar with let- 
terpress production methods, are 
under the impression that the offset 
printing process requires special 
copy preparation, that a “paste-up” 
is used because such copy is neces- 
sary for offset. 

Actually advertising material orig- 
inally planned for letterpress, with 
art prepared for the photoengraver, 
is often used for offset production— 
frequently the switch to offset is to 
get the required delivery date. When 
this happens, it is not unusual for 
offset production costs to be higher 
than they should have been simply 
due to the fact that the offset process 
was not used efficiently, and that in 
the emergency the buyer could not 
plan to take advantage of some of the 
basic economies of offset. 

In other words, if cost is not a 
factor, straight letterpress production 
methods can be used for offset. But 
if cost is a factor, then different pro- 
duction methods can take advantage 
of many economies unique with the 
offset process. 


> The common error production 
men make is not supplying art and 
photos, regardless of size or number, 
for same-focus work. The photo- 
engraver’s restrictions for discounts 
(five or more subjects, not over 132 
units each—about 342 square inches, 
all to go on a flat no larger than 
14” x 17”) do not apply in offset. A 
complete mechanical is perfect copy 
for offset; however, if art is supplied 
in elements, these should be pro- 
portioned so the offset lithographer 
can handle all with a minimum num- 
ber of camera shots. He uses large 
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cameras and is accustomed to mak- 
ing as many negatives as possible on 
one large piece of film, cutting it 
apart for stripping each subject. Art 
and photos already prepared are pro- 
portioned and put in tonal balance, 
if necessary, by the photo print 
makers specializing in graphic arts 
work. 

One of the more recent develop- 
ments is the use of reproduction dye- 
transfer color prints for proportion- 
ing and mounting on the mechanical 
all the color art ranging from 35 mm 
Kodachromes to large paintings. 
This method permits all the color 
elements to be handled with one set 
of color separations. For a small 
travel folder this has meant a saving 
in plate costs of $1400 by offset. For 
one color work the text matter is 
usually positioned (repro proofs) on 
the mechanical with the art, but if 
process color is involved, the text 
is usually handled on a _ separate 
mechanical. 


>It is the impression with many 
ad men that for offset, photos and 
tone art should be more “contrasty” 
—detail accentuated in both the light 
and dark areas. This belief goes back 
to before 1935 when coated-two- 
sides offset paper was not available. 
Tone art to be reproduced on un- 
coated paper by any printing process 
should have added contrast in the 
detail—it is a matter of light reflec- 
tion from the paper surface, and not 
the printing process. A common ex- 
ample is the extensive retouching of 
photos for newspaper reproduction. 
A photo which will reproduce well 
on coated paper from a_ photoen- 
graving will reproduce well by offset 
on coated paper. The all-over con- 
trast desired for reproduction on 
coated or on uncoated offset paper is, 
of course, handled by the camera 
man. 


The paste-up for the offset lithog- 
rapher is the same as for the en- 
graver when type matter is to be in- 
cluded as part of the plate. Whether 
the paste-up contains only proofs of 
type matter alone, or also contains 
various forms of line illustration, 
reversed areas, or the artist’s Ben 
Day tints, the expense of the base 
negative and the press plate is the 
same. This fact results in the elimi- 
nation or radical reduction in the 
cost of line work by lithography and 
explains the lavish use of flat color 
backgrounds and reverse areas as 
well as of line illustration. 

An offset press plate includes 
everything—text, line and halftone 
work—and is equivalent to a letter- 
press form, locked up and made 
ready. It is a thin sheet of metal 
which can be hung on a nail and 
stored for a rerun or which can be 
resurfaced and used for a new job. 
In the former case, there is no break- 
ing up of form with subsequent du- 
plication of lockup and makeready 
expense. 


> In lithographic production there 
is no “scale” used for estimating the 
charge for the equivalent of line or 
halftone engravings or of electros. 
Costs are figured on a basis of time 
and material. The use of combina- 
tion line and halftone, the special 
types of halftones (outline, silhou- 
ette, highlight or vignette), or the 
inclusion of Ben Day patterns or 
halftone tints on line negatives, does 
not automatically add premium 
charges as high as double or triple 
the cost of a square halftone of equal 
size. Highlight “dropouts” and sil- 
houetting are done photo-mechani- 
cally rather than by hand work. 
Wash drawings are now usually 
handled by the Eastman magenta 
“contact” halftone screen which 
automatically takes care of the sil- 
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Seven in One .. 


houetting and dropouts. For single 
color work this screen in 150-line is 
used for greater tonal graduation, 
and for process color screens up to 
300-line are used for texture or ap- 
proximating continuous tone. 
Offset’s method of estimating plate 
costs also results in frequent econ- 
omies to the customer when some of 
the newer art techniques are used, 
which require the special types of 
halftones (i.e. Eastman’s Fluores- 
cent process for water color, the 
Kemart process for washing draw- 
ings and highlight drop-outs, Krom- 
olite process for combination line 
and halftone work). The various 
types of mechanical color separa- 
tions, both line and tone, are fre- 
quently reproduced most economi- 
cally by offset for the same reason. 
Large plate areas are most economi- 
cal by offset, and also those designs 
which combine line and tone. 


> The offset process makes use of 
multiple images on the press plate 
instead of duplicate plates (electros). 
Each image is an original made from 
the same negative (or positive for 
deep-etch). A “step-and-repeat” 
machine is used for positioning the 
image to 1/1000th of an inch on press 
plates as large as 52” x 76”. The off- 
set lithographer can use this type of 
equipment for making his process 
plates because all color correcting is 
done on the photographic separa- 
tions instead of on the metal plates 
as in photo-engraving. 
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. Johnson Motors (Waukegan, Ill.) took advan- 
tage of offset’s multiple art use factor to produce seven different 
printed pieces, five of which are shown above. The same color 
separations were used for a postcard, folder, window strip, dealer 


The cost per “step” is small com- 
pared to that of an electro, and 
varies little as to size of image in- 
volved. This very important advan- 
tage, coupled with the absence of the 
usual press lockup and makeready 
expense meant, in lithography, the 
economy of the larger size presses 
without the length of run usually 
required to absorb the cost of the 
necessary electros, lockup and make- 
ready—a very important cost item 
in color work. The fact that the 
speeds of the large size offset presses 
are essentially the same as those of 
the smaller sizes of offset presses is 


also another cost factor in favor of 


the lithographic process. 


> Today many advertising cam- 
paigns are integrated, consumer pub- 
lication advertising thru the posters 
and dealer material, by means of the 
art. For pieces entirely different in 
layout and size, from 24-sheet posters 
to a small dealer folder, the offset 
lithographer can handle the different 
size plates from one set of color cor- 
rected separations. The halftone 
screen is that desired for each piece 
and usually is the same for all except 
the larger posters when projection is 
used for the halftone work. 

This is one of the basic advantages 
of the offset process for economy in 
both time and money. Shorter mini- 
mum runs are also economical—if 
the offset lithographer has already 
made the color separations for 
posters or for some dealer material, a 





broadside, easel display, box top for a jig-saw puzzle and the puz- 
zle, itself. All were in 133 screen. All of these pieces, each in a dif- 
ferent size, used the same full color illustration. This is possible 
since all color correction is done on the photographic separations. 


shorter run of car cards is practical— 
the color correction costs do not have 
to be duplicated. 


> In some cases, primarily where the 
budget demands economy, an adver- 
tiser instructs his engraver to pull 
clean black proofs of a set of maga- 
zine plates before shipping them. 
These proofs can be photographed 
by the lithographer to get negatives 
of the color separations. With these 
he can handle much of the dealer 
material by enlarging or reducing 
size and stripping into position on 
the line negatives of the dealer ma- 
terial—entirely different from the 
magazine color ad except the same 
art work is used, in whole or in part. 
Quality is sacrificed, but the method 





Puzzle, Too . 
the box illustration were lithographed from 
the same color separations used for the ad- 
vertising materials shown at the top of the 
page. 


. . This jig-saw puzzle and 





does help a tight budget problem. 

Gravure produced magazines will 
make available to their advertisers 
the color separation positives of their 
ad. These too can be converted for 
offset production. Here better qual- 
ity is possible because the lithog- 
rapher is the one who puts in the 
halftone screen, and no coarse screen 
results in large size work. 


> Those advantages of offset which 
have a bearing on press operation— 
particularly the economy of multiple 
images, the absence of the usual 
lockup and makeready expense, and 
the speeds of the large size offset 
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presses—are naturally responsible 
for a radical difference in press pro- 
duction methods as compared to let- 
terpress. A 20,000 print order for an 
815” x 11” unit by lithography is 
usually done 4-up on a 17” x 22” 
offset press; a job usually done 2-up 
in letterpress is apt to be done 8-up 
by lithography. Not only does this 
lead to economies in hours of press 
time required, with lower cost per 
thousand units, but multiple imposi- 
tion, four complete folders or broad- 
sides, for example, usually permits 
economies in the binding and finish- 
ing operations. 
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"Not only was the 
plastic binding, which you 
provided, extremely attractive, but 
the work was well done and the service 
generally of a high character .. . We 
were very much impressed with the 
manner in which this important 
part of the production job 
was handled." 


We're proud to have played our 

part in the initial promotion brochure for Advertising 
Requirements. Service Bindery, like AR, is geared 

to meet your production needs and solve your 
problems. Every job receives the same dependable, 
quality service that has made us 

Ist choice of advertising 

executives and 


top production men. 
PP Service Mounting & Finishing Co., 
A division of 


SERVICE BINDERY CO., Inc., 


2241 S. Wabash Avenue, Chicago 16 


© Portfolio CAlumet 5-3224 


Specialists 
Finishers of Advertising Displays for Advertisers 
Lithographers * Printers | 


Better Binders . . . Remington Rand (New 
York) has introduced a new line of binders 
for sales presentations, price lists, catalogs, 
etc. The four new styles, available with 
both hard and soft covers, feature a new 
button locking mechanism which makes in- 
sertion or removal of sheets simpler, and a 
new process for imprinting covers. The new 
method puts the letters below the surface 
of the cover, insuring a neater appearance. 


Presentation Covers 


Described by Belford 


Colorful, inexpensive covers for 
presentations are illustrated and de- 
scribed in a promotion piece by Bel- 
ford Co. (New York). The presenta- 
tion makes use of the product de- 
scribed. It features a clear acetate 
cover with a back cover offered in 
eight colors. The covers will hold up 
to one hundred 812” x 11” pages, 
held with invisible brass fasteners. 
Other sizes are made to order. 

Each cover can be imprinted on 
the binding edge, which is covered 
by the acetate sheet. Prices range 
from 24c each in 1,000 quantities to 
30c each in 100 lots. 


For your copy, circle No 
Readers Service C 


Institute Offers Firms 


Ink Research Service 


The National Printing Ink Re- 
search Institute, Lehigh University, 
(Bethlehem, Pa.) has printed an at- 
tractive 23-page, plastic bound bro- 
chure describing the organization 
and its activities. Ten black and 
white photographs and several four- 
color plates illustrate the various 
phases of their research work. 

One of the services maintained by 
the institute is specific aid to com- 
panies in the graphic arts field in 
solving ink problems. They will do 
research for the company and pro- 
vide data or special equipment upon 
request. 


For your copy, circle No. 406 on the 
Recders Service Card near back cover 
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IN THE PUBLIC MIND 
the quality of your product inevitably is linked with 


the quality of your advertising. The crisp black-and-whites 


and the brilliant color produced by Miller letterpress printing will 
heighten the beauty of your advertising and contribute to your message 
of quality. The Miller Printing Machinery Company, of Pittsburgh, 
Pennsylvania, will be pleased to furnish the names of Miller 


letterpress printers in your vicinity. 


Photo courtesy Standard Oi! Co. (N. J.) 





Ohio Printer Develops 


Helpful Color Charts 


Any adman who uses color in his 
printing will find a series of unusual 


Colo! 


charts developed by Lezius- 
Hiles Co 


most valuable assets. The charts are 


(Cleveland) one of his 


iin feature of the company’s 
ghted “Secreen-A-Color An- 


The analyzer is the brain child of 
William J. Fintze, veteran Cleveland 
adman and head of the firm’s cre- 
ative department. In use, the charts 
enable admen planning color print- 
ing jobs to see what the results will 
be before the work is actually on the 
press 

The charts are based upon the use 
of standard engraving screens and 
color inks obtainable from any ink 
Each chart features two 
The charts have 


supplie: 
colors plus black 
four basic elements: 

e Bars of each color printed from a 
solid plate 

e Bars of each color printed from 
plates with 20°,, 30%, 40°, 350°, 
60°,, 70°, and 80°, 
e Bars showing seven combinations 


screens. 


of the two colors, each totaling 100 
(i.e. 20°, of color “A” and 80% of 
color “B”: 406; of color “A” and 
60°; of color “B”, ete.). 
e Bars showing seven combinations 
of the two colors with screens of 
equal densities 

Each of the bars is overprinted 
with black sans serif type to show 
overprint legibility. A white outline 
is also cut from each bar to show 
legibility of 


colo. blocks. 


reverses against the 


Mr. Fintze says, “No two colors are 
alike in density or printing charac- 
teristics Printers and engravers 
have learned, largely through trial- 
and-error, to anticipate approximate 
results in blending two or more col- 
Ors oO} 


ibility 


in overprint and reverse leg- 
But the many variables pres- 
ent oftentimes produce results fan 
from what had been anticipated. 
“With the Analyzer, we work with 
value and two 
colors, plus black. 
reens of the two colors are 


known 
printing ink 
These s( 
printed in both increasing and de- 


creasi! 


screens ol 


ig order in the Analyzer, and 
the swatches of varying hues con- 
tain both overprintirg and reverses, 
as well as combinations of screens 
of the two colors to show the result- 
ing new hues. In this way, we can 
see just how many of these combina- 
tions will look in the finished job. 


3y printing up a series of sheets with 
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New Help for Admen... Wiiliam J 
Fintze of The Lezius-Hiles Co. (Cleveland) 
explains the simple operation of the color 
analyzer he developed, to Cleveland adman 


Ernest C. Robert: 


two different colors on each, we have 
produced a wide array of color tones 
covering most printing requirements, 
and all with known values in ad- 
vance of the printed job.” 

The individual sheets are con- 
tained in a handy file folder, itself 
printed in only two colors plus black 
but utilizing the principles involved 
to give the 
printed in 


impression of being 
many different 
The folder is now being mailed with 


colors. 


the first set of six color specimen 
The firm plans on a total 
run of 72 sheets, which will show a 
total of at least 144 different colors 
and 2,016 color hues or 
tions. 


sheets. 


combina- 


>» Copy inside the file folders lists six 
specific uses for the analyzer: 

1. Provides a practical, easy-to- 
use guide in selecting compatible 
colors. 

2. Enables you to obtain multiple- 
color effects (the appearance of six, 
seven or eight colors) by using only 
two colors and black 

3. Helps you select any tone of a 
basic color 


new hue 


or select an entirely 
simply by varying the 
screens and their combinations of 
two basic colors. 

1 Quickly those 
screens of either or both basic colors 
which can be satisfactorily and legi- 
bly overprinted and or reversed. 

5. Guides your selection of spe- 
cific new colors or hues by combin- 
ing the screens of any two basic 
colors. 


determines 


6. Shows how and what colors can 
be combined in pleasing, usable pro- 
portions by screening them. (When 
company trade marks, for instance, 
specify a certain color, cemplemen- 
tary colors may be quickly selected.) 


N 4 


New Process Combines 
Two Printing Methods 


Dri-Tone, is the name of an ex- 
clusive new process which combines 
the best features of letterpress and 
offset lithography. This has been de- 
veloped by Comet Press (New York) 
under the supervision of President 
S. F. Chernoble, after five years of 
concentrated research. 

The ATF press that is being used 
for this process is immediately con- 
vertible from dry to wet offset, and 
vice versa. The press was designed 
with the aid of Mr. Chernoble. It 
employs the sharp, clear qualities of 
letterpress without its time handicap 
of makeready, and it makes good 
use of offset without the 
slow down of gumming plates and 
the risk of poor quality reproduc- 
tions by the improper balance of 
water and grease. It offers an eco- 
nomical and fast process that the in- 
dustry has needed and sought these 
many years. 


speeds 


Advantages of this new 
are: 


process 


e Elimination of long and costly 
makeready now employed in letter- 
press printing. 


e Rotary speeds can be main- 
tained without loss of fine quality. 


e Since no water is used in the 
process, there is no danger of photo- 
graphic material graying or weak- 
ening by the dampening action. 


e The plate used is relief etched 
and not planographic. Corrections 
and fine color values can be main- 
tained just as in any photoengraved 
plate. The finest line work as well 
as halftones to 150 line screen are 
practical. 


e The Dri-Tone method permits 
use of regular letterpress papers and 
inks. 


e Plates are long-wearing and last 
for many millions of impressions. The 
cost of this process is said to be lower 
than regular letterpress printing. 


LIF Outlines Record 


The impressive record of the 
Lithographic Technical Foundation 
(New York) is described in an in- 
teresting 16-page folder. Among the 
features of the booklet is a list of 25 
of LTF’s more important “firsts” 
ranging from the first complete data 
on deep-etch platemaking to the de- 
velopment of the Inkometer. 


For y uy apy e N 
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DECALS 





Some months ago, thousands of 
New Yorkers in midtown Manhattan 
were startled to behold walking 
about in their midst, a distinguished 
gentleman garbed in the 18th cen- 
tury regalia of Father Knickerbock- 
er. There suddenly appeared full 
color likenesses of Father Knicker- 
bocker attached to automobile win- 
dows, automobile doors, trucks, store 
windows and other spots that were 
observed by the public. 

This was all part of a teaser cam- 
paign to whet the public’s appetite for 
Ruppert Brewery’s Father Knick- 
erbocker beer. The likenesses in full 
color, which so effectively helped to 
keep the public guessing and won- 
dering about Father Knickerbocker, 
were decals, about six inches in 
height, made from a Kodachrome of 
an original oil painting of Father 
Knickerbocker. Ruppert ordered 50,- 
000 of them and distributed the 
decals to their salesmen, dealers, dis- 
tributors, truck drivers, and custom- 
ers for application in obvious and 
conspicuous places such as backbars, 
store windows, refrigerator doors, 
elevator doors, office and store walls 
and windows, truck sides, doors and 
windows. Decals played a big role 
in selling Ruppert’s Father Knicker- 
bocker beer. 


> Today, decals are seen anywhere 
and everywhere. They sell and they 
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to move merchandise 


inform. They are easy to apply, per- 
manent, attractive and inexpensive. 
They can be placed on numerous ar- 
ticles that cannot be put through a 
printing press, such as machines, 
walls, doors and windows. 

Decals are used in all manner of 
sales promotion, particularly at the 
point of sale. They are often the 
missing link between the national 
advertiser and the consumer. They 
are especially effective in what is 
termed impulse buying. The adver- 
tiser who invests heavily in national 
advertising in newspapers and mag- 
radio and 
other media, may well be overlook- 
ing a vital point if he forgets decals 
at the final scene where the con- 
sumer takes out his money to buy. 


azines, television, and 


Alert advertisers have discovered 
that their trucks and their distribu- 
tors’ trucks may be used as traveling 
billboards by the simple application 
of decals. Trucks run all over the 
city. They can carry a message inex- 
pensively as they deliver goods. The 
huge signs appearing on the sides of 
the trucks proclaiming “Grand Un- 
ion Food Markets” are decals. 


> Unlike hand-painted signs, decals 
are produced uniformly. They all 
look alike. The colors are the same. 
Once they are transferred to a sur- 
face they are permanent. Decals are 
impervious to lots of handling. 









Consolidated Cigar Corp., maker 
of nationally known Dutch Master 
cigars, use a two-faced point of sale 
doorway decal, a traffic-stoper that 
sells cigars. The front or outside 
face of the decal suggests “STOP 
Dutch Masters,” 
while the reverse side gently re- 


for a couple of 


minds the customer as he leaves the 
store that he might have overlooked 
something by asking, “What else do 
vou need before you... GO.” 

The alert Pepsi-Cola people reveal 
“bounce” in their merchandising 
techniques by supplementing their 
vending activities with a Tote bar 
operation. Besides the familiar bot- 
tle, cup and fountain vending equip- 
ment, Pepsi utilizes this novel port- 
able dispenser for sampling as well 
as sales at mass gatherings. Venders 
tote the miniature fountain along 
with a cup dispenser to provide 
chilled carbonated right on 
the spot. The famous red, white and 
blue crowns which call attention to 
the product are decalcomania. Simi- 
lar decals are utilized on vending 
equipment, store fronts and other 
vantage points 


Pepsi 


> Another form of decal is the val- 
ance which is decorative and sells as 
well. These are placed in drug stores, 
groceries and all types of retail es- 
tablishments. They appear on walls 
and on windows. They bring in the 
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customers, they sell and inform. 
Note the White Rose Tea decal in the 
window of Conti’s Grocery. It dom- 
inates the window and helps sell 
tea. Decals on vending machines 
sell as well as inform the consumer 
of its contents. And they add decora- 
tive punch. Impact at the point of 
purchase is obtained by the dis- 


_————————— 
POINT OF SALE 


TIES IN ALL OTHER 
TYPES OF ADVERTISING 
AT POINT OF PURCHASE 


COMPLETES SALES 
AT POINT OF SALE 


ADVERTISING DISPLAY CO. 


118-124 WEST PEARL ST., CINCINNATI 2, OHIO 
Producers of illuminated and non-illuminated types of signs 


Serving manufacturers of brand-name 
products from coast to coast. 


Representatives in principal cities 


Tea, Too... This decal valance for White 
Rose Tea does a silent selling job in the 
store window. 


tributor who places colorful decals 
on store cabinets. Decals on the 
dealer’s front door show the nation- 
ally advertised brands he handles. 

Decals form an integral part of 
the safety program instituted by the 
Pioneer Ice Cream and Borden’s 
Farm Products divisions of the Bor- 
den Company. Placed on the dash- 
boards of every vehicle, a 342” x 512” 
decal is a constant reminder to the 
driver to mind his “C’s’-—Concen- 
tration, Control and Courtesy—for 
safety. A spokesman for Borden Co. 
reports that this unusual decal has 
proven a valuable reminder of the 
message stressed in a recent film 
which the company produced in the 
interests of safer driving. The letter- 
ing on the decal is a light green 
fluorescent color which was silk 
screened on a dark blue background 
of conventional ink. 


> Decals with fluorescent colors 
were recently introduced by Palm, 
Fechteler & Co. (New York). The 


same colors which have made post- 


MAGICALLY, TRUE SIGNATURES 
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without personal fill-in cost! 


Our personalized “pocket handies” answer 
your search for a silent salesman reminder 
they’re sure to like and use for a long 
time — at trifling cost to you! Choice 
includes Automobile Travel and Expense 
Record, Golf or Bowling Record editions 
and sundry other valuable classifications 
—all with 3-year calendars on back cover. 
Just drop us a line — we'll have samples 
on your desk promptly, wherever you are! 


star oF tHe Whesuade Mare ine’ 


493 C Street, Boston 10, Mass. 


ers, banners, streamers, and other 
display signs visible up to four times 
as far as the brightest of ordinary 
colors are now being used on decal 
indoor display signs. Store display 
locations such as showcases, coolers, 
walls, backbars and mirrors are ideal 
locations for these high-powered 
attention-getters. The fluorescence 
of the decal lasts over six months 
if not exposed to direct rays of the 
sun. Colors available are fire orange, 
neon red, are yellow, saturn yellow 
and signal green. It is said that the 
overwhelming success that fluores- 
cent colors enjoy in the display and 
poster fields is affecting decal sales 
the same way. Advertisers recognize 
that decals are now more effective 
than ever with use of fluorescent 
inks. 

Elsie, the Borden cow, gets around 
in the form of decals. The decals 
find their way to counters, display 
cases, walls, doors and refrigerators 
in retail stores. Other special Bor- 
den decals have been designed for 
use on pottery made by licensees 
who have acquired from the com- 
pany’s Elsie Enterprises division the 
use of America’s famous “lactress” to 
add sales appeal to ceramic products. 

Although the use of decals is 
common enough in the sporting 
equipment field, a novel approach 
has been given the Richard “Pancho” 
Gonzales line of tennis rackets made 
by A. G. Spalding & Bros. There is a 
portrait of “Pancho” in natural col- 
ors on one side of the racket, accom- 
panying his autograph. The reverse 
side is also autographed but shows 
the Spalding tennis ball trade mark 
—another decal. For many years, 


CIGARS 


Mae heel 


Stop & Go... A two-way decal helps sell 
Dutch Masters cigars. Applied to store door 
windows, it urges the customers to stop... 
and reminds them to think of other purchases 
before they go. 
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First in Field . . . High Rock Ginger Ale 
Co. (Baltimore) is the first in its field to use 
Goodren Products Corp.'s Goodstix for a 
POP display piece. Red, yellow, green and 
white colors are printed on a transparent 
background. Two strips of pressure-sensitive 
tape provide adhesion to any smooth sur- 
face. 


sporting equipment manufacturers 
have used decals to identify and 
decorate their products. Application 
is made quickly and when the decal 
is set, it becomes an integral part of 
the equipment in spite of weather or 
usage. 

Decals are used as identification 
for the members of the National 
Press Photographers Assn. A decal 
is issued to all members in good 
standing and is prominently dis- 
played on cars used for daily assign- 
ments. 


> As part of its advertising and mer- 
chandising program, Stanley Tools 
(New Britain, Conn.) utilizes a win- 
dow decal as a goodwill give-away 
to hardware and paint stores, fea- 
turing the store as “a good place to 
buy hardware, paint and Stanley 
Tools.” Stanley salesmen doing mis- 
sionary work usually put up the de- 
cal for the dealer, and once affixed, 
the decal stays up as a permanent 
fixture. Stanley, one of the best 
known names in tools, has been a 
consistent user of decals for many of 
its tools. Each tool bears an identi- 
fying decal name plate and in the 
case of tool chests there are several 
applied in prominent locations. To 
obtain maximum possible distribu- 
tion of their decals, Stanley lists 
them on their advertising order 
blank along with other dealer aids 
and gives them publicity in their 
external house organ. 

Decals provide tremendous time 
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decal merchandiser, says: 


BUILD GOOD WILL 
AND SALES 

WITH PF 
DEALER-SERVICE 
DECALS! 
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B... up your franchised dealers! tising. Remember, every type of PF 
Point them out with dynamic, colorful 
PF decals! On windows, doors, store 
interiors, PF decals identify your : See 
dealers . . . help you cash in on the decal valances — sticks to its job of 


pulling power of your national adver- _ turning impulses into sales! 


PF DECALS . . . your last link between advertising and the sale! 


decal — window decals, nameplate 
decals, product-decoration decals, 


art services, eeeeveeveeveen7e2e27e2028080808 8 @ 


consultations Please send me your Dept. AR4 


FREE BOOKLET ‘‘DECAL-WAYS TO SALES!” 


with samples of PF decals. 


and estimates 


without obligation 


Name 


Firm 


Address 


ecals City Zone State 


PALM, FECHTELER & CO. 


220 WEST 42 STREET, NEW YORK 18 @ N. Y. 





savings over hand painting. Fred 
Thaler of Miami claims to save 90% 
in time through the use of decals in 
the decoration of novelty coconut 
banks. Mr. Thaler, who has earned a 
considerable reputation as a designer 
and producer of things made from 
coconuts, reports that his hand 
painted comic coconut banks are 
given their final character through 
decal applied “eyes” which can be 
made to look in all directions. 


> An interesting merchandising 
“gimmick” is the novel decal give- 
away being distributed by Angostu- 


ra-Wuppermann Corp. (New York). 
Created by Robert Orr & Associ- 
ates, Angostura agency, and illus- 
trated by the famed cartoonist, 
Virgil I. Partch, a series of six 
spritely, colorful decals is enclosed 
in an envelope for use by consumers 
on glasses in home bars or rumpus 
rooms. The company prints complete 
instructions for transferring the de- 
cals on the envelope. Each of the 142” 
x 212” decals represents an amusing 
situation with a tie-in with the name 
Angostura. It is reproduced in solid 
line technique in white, black, red, 
blue and yellow inks. These were 





REALLY 


out on 
a limb! 


One of the supply houses adver- 
tising in Advertising Require- 
ments recently wrote us as fol- 
lows: “But definitely you have 
a winner. Congratulations. The 
validity of your approach makes 
AR a ‘must’ for every source 
with something to sell to adver- 
tising men, even on a regional 
basis.” (Italics are his.) 

When an advertiser says 
that a publication is a “must” 
he is really getting out onto a 
limb, but in this case, we think 
After all, Advertising 
Requirements is the on/y publi- 


he’s safe. 


cation dealing exclusively with 
production, promotion, an 1 mer- 
chandising — and it is the on/y 
paper in the field which provides 
coverage of every worth while 
account and agency. It just 
can't miss. 


\nd the gentleman is right 
about suppliers operating on a 
regional basis. AR is doing a 
job for them. Furthermore, we'd 
like to point to the new trend in 
buying: Advertisers and agen- 
cies are demanding quality, and 
they are going after it, making 
it standard operating procedure 
to buy from sources a thousand 
miles away as long as they can 
get what they want. 

So, we are inclined to agree 
with the gentleman that AR is 
a “must” for every source with 
something to sell to admen. We 
think you will agree, too, once 
you see the complete evidence. 
Write for it, today! 


Advertising 
Requirements 


200 E. Illinois St. Chicago II 





distributed through the Angostura- 
Wuppermann sales organization to 
package stores and grocers who sell 
liquor and accessories. 

Decals are also widely used on in- 
struction sheets. One company oper- 
ates a fleet of 100 heavy trucks. The 
fleet is comprised of three different 
types of trucks, each with a differ- 
ent gear shift. Decals, applied to in- 
strument panels and inside wind- 
shields, give drivers instructions on 
gear shifts which reduce mainte- 
nance costs, formerly heavy due to 
gear damage. 


>» Decals created for national adver- 
tisers can also be imprinted to carry 
the name of the retail outlet or deal- 
er as well as the advertiser’s name 
and sales message. The decals used 
as window signs and valances give 
the retailer extra benefit by display- 
ing his name. At the same time, this 
personal feature makes it easier for 
the advertiser to obtain retail win- 
dow space. 

Generally, three methods are used 
to personalize decals. On large or- 
ders where groups of decals are be- 
ing imprinted the same way, they 
are imprinted by letterpress, silk 
screen or lithography. For individual 
name imprints the silk screen tech- 
nique is employed. In_ instances 
where the advertiser wants to im- 
print himself, there is available a 
large font of special alphabet decals 
in ten sizes ranging from 34” to 4”. 
The advertiser can transfer these to 
decal signs as he needs them. For 
small users, there are decal signs 
which can be personalized by hand 


a —— 7 
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Plastic Decals . This attractive decal 
used by Leica is a sample of one of the new- 
est type of decals, Ad-Stik. A plastic mate- 
rial, which is self-adhering, washable and 
reusable, is used to produce the die-cut 
piece. It is manufactured by Ad-Stik Co. 
(Pittsburgh). 
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Cartoons by VIP 


. . These decals are used for premiums by liquor dealers. They feature 


cartoons by Virgil |. Partch, which have become the well-established publication advertising 
tormat for Angostura-Wuppermann Corp. (New York). Produced by Palm, Fechteler & Co. 
(New York), the decals can be applied to drinking glasses, etc. by consumers. 


lettering before or after they have 
been applied. 

Wherever they are used, decals 
serve three main purposes, namely 
for identification, for decoration and 
for advertising. Obviously in adver- 
tising there are many sub-divisions 
for decal use. The alert advertiser 
can find many decals at 
costs that are within his reach. For 
example, a decal sign for truck use 
measuring 96” x 30” in one color 
costs about $5.25 each when ordered 
in lots of 250. One measuring 30” x 
91,” may be purchased for only 42¢ 
a piece if 2,500 are bought. You can 
get a 3” square decal in three colors 
for 4¢ in lots of 1,250 and the same 
size drops to half a cent in lots of 
100,000. A 50” square four color job 
line (not processed) for use in win- 


uses for 


dows will cost about 19¢ each in lots 
of 1,250, 1l¢ in quantities of 10,000 
and the price goes down to 6¢ when 
purchased in quantities of 100,000. 
Of course, prices vary considerably 
depending on the individual job. 
Research in decal development is 
constant. Recently, a new type of 
decalcomania, vinyl, was developed. 
This is used on bullet sealing fuel 
cells manufactured by the Goodyear 


a 
sound 
selling 


Tire and Rubber Co. for various 
types of aircraft. The decal is made 
of vinyl materials and is welded to 
a vinyl sheeting, thereby becoming 
an integral part of the fabric so that 
if the material stretches, the decal 
is elastic enough to be extended 
without cracking or flaking. The 
vinyl decal used by Goodyear is an 
adaptation of its famous trademark 
to identify its fuel cells. The colors 
used are its standard yellow and blue 
on white. 


New Sign Ideas 
Shown in Booklet 


Twelve pages of ideas in signs are 
offered by Federal Enterprises 
(Chicago) in its booklet, ‘“Land- 
marks in Lights.” Color illustrations 
of 14 different demonstrate 
some of the more effective ideas util- 
ized by banks and loan companies. 

Three different weather predictors, 
a news bulletin, and large spectac- 
ulars are among the signs illustrated. 
The last pages of the booklet list the 
15 branches of Feaeral and explain 
the company’s design, building and 
maintenance services. 


signs 


r 


If you want to put a new light on an “‘old 
subject’’—specify a General Outdoor sign 
or spectacular! This new illuminated 
beauty recently produced for the Atlanta 


Gas & 


GOA can do the same for you in com 


Light Company is an example. 
mercial and identification signs as well as 
24-sheet posters, painted bulletins and 
spectaculars. 

Whether you need one sign or a thou 


A sand, the experience of the entire GOA 
Personalized Decals . I 


decal spot signs, imprinted with the persona 


New multi-color . : : 
organization 1s at your service. 


Call your nearby GOA branch office 


name, : ‘ ae , 
for full information, or write: 


message, or phone number of the 
ndividual dealer, are being produced by 


American Decalomania Co 


la T 
(Chicago). The 


! ale Nprir C > h \died by aq specia Fs: . Seber 1“ Bits Ga: Re Ac’ eae, 
dealer imprints are analec ) pe General Outdoor ares on 


process which permits economical personal 


of small lots or even individual decals 515 S. Loomis Street, Chicago 7, Ill. 
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photoengravers 


The proot of the pudding is in the eating. Until you 


see our proofs trom your own copy anything we say here 


is just a bunch of words * Collins, Miller & Hutchings Inc., 


207 North Michigan Avenue, Chicago 1 
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Cut your dusting chores in half... 
ers, with amazing...new. oe 
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keeps dust off AZZ 


f | 
Surfaces ...for days at a time! | 


So easy to use! Just spray a little on a lint- 
free dust cloth and dust. Ideal for fine furniture, 
woodwork, all plastics, venetian blinds or any- 


thing in your home that might catch dust. 


When you use dust-off you'll find that it 
does a wonderful job of cleaning all surfaces. 
You'll also find that it leaves a beautiful, hard, 
lustrous finish on your furniture. And dust-off 
will keep your furniture dust-free for days at 


a time—ready even for unexpected company. 
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Sometimes the application of very basic principles can 
cut production costs to the bone. This ad, just pro- 
duced by a Chicago agency, had to be done fast but 
inexpensively. The solution—one frequently over- 


looked by admen—was found in using materials on 


hand and producing. . . 


LOW COST COMBI 


By G. Bob Greene 


Vice President in charge of 
Traffic & Production 


Robertson, Buckley & Gotsch, Inc. 
Chicago 


The ad you see above could have 
been very costly from the production 
standpoint. While relatively small— 
and seemingly very simple in nature 
—it presented a problem that is not 
uncommon in today’s agency busi- 
ness ... the client wanted the ad in 
a hurry and insisted on keeping pro- 
duction costs to a minimum .. . but 
at the same time didn’t want to 
sacrifice quality. This took some 
“doing.” 

To start with, we had an outline 
65-screen halftone of the plastic 
bottle, with the letters, “dust-off,” 
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dropped out. We had made a set of 
three of these in various sizes from 
a specially retouched photograph, for 
dealer mat use. 

There were some very basic prob- 
lems in getting these original engrav- 
ings. The product is packaged in a 
dull-finish plastic bottle with a rich 
red color. Trimming and lettering 
are in pure white. We felt that an 
outline halftone was necessary to 
show the actual shape of the bottle 
and that we had to drop out the 
product name to clearly identify the 
package’s general appearance. It was 
also necessary to keep the bottle as 
dark as possible to indicate the color 
tone. 

All in all, the original outline 
halftones were effective and hadn’t 
cost a great deal for special engrav- 
er’s effects. We knew that we could 
have obtained additional detail with 
more pure whites and blacks . . . but 


PLATES 


they would have cost dearly when 
the engraver presented his bill. 


> When we got the order for some 
4” x 4” ad mats, we already had a 
useable product illustration in the 
form of the halftones we had previ- 
ously obtained. We also had neces- 
sary material for the headline, logo 
and a theme drawing. But to com- 
bine all of the elements into a single, 
combination plate would have been 
very costly. To combine all of the 
elements in a printer’s form would 
have resulted in very expensive 
make-up and lock-up costs. 

But the man said to keep the costs 
down ... and get it out in a hurry. 
The answer was a solution not new 
or unusual—but one that is fre- 
quently overlooked in today’s wave 
of fancy advertising production. We 
assembled the materials we had at 
hand in a single paste-up and then 
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GRAPHIC ARTS 
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had the engraver make an inexpen- 
sive, no-delay line plate. 


>» The first step was to take a repro- 
duction proof of the original 65- 
screen halftone of the ‘“dust-off” 
bottle. The artist added additional 
solid whites and blacks, which would 
have been very costly if worked in 
by the engraver while making the 
original plates. 

To this we added the display type, 
logo, theme drawing and body type— 
all on repro proofs—in a _ single 
paste-up. The artist added the border 
and the copy was ready for the en- 
graver. 

A simple copper line cut was all 
that was needed and we were ready 
to pull the mats. Thus, we had saved 
the cost of a combination plate, with 
expensive effects added by the en- 
graver and we had eliminated 
costly make-up and lock-up charges 
and the cost of a pattern plate from 
which to pull the mats, which would 
have been necessary if we had cho- 
sen to combine the elements in a 
printer’s form. 


>’ Another advantage was the time 
element. This was a rush job. If the 
engraver or typographer had been 
required to produce the effect we de- 
sired, we, in all probability, couldn't 
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Starting Point |... This drop-out, outline 
halftone was the starting point for the "'dust- 
off’ ad pictured on page 45. Note the ab- 
sence of pure whites (except for the ‘ dust- 
off’ logo) and pure blacks, which were 
painted in by the artist in the finished copy. 


have met the deadline or would have 
been confronted by a bill padded 
sky-high with overtime charges. 

Probably the greatest saving was 
that we were able to touch-up the 
product illustration in our own art 
department at a small fraction of the 
cost of turning the whole job over to 
the engraver . and we knew the 
exact effect we would get from drop- 
ping out additional whites and paint- 
ing in some solid blacks. If we had 
started from scratch, without the 
original outline halftone, we could 
probably have used a screened Velox 
print, but we were sure the results 
would have been no better. 


lime, Inc. Magazines 
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Solve Plate Problems 


o 
ote ia House & Home and Architectur 
Forum magazines give advertisers a 
full 812” x 11” page size, but because 
several of their advertisers use mag- 
azines with a smaller page size, the 
two magazines often receive 7” x 10” 
plates. Although these smaller plates 
can obviously be used and frequent- 
ly are, with the addition of sur- 
rounding or border rules to take up 
the additional space, L. M. Mester, 
production manager, wanted to give 
the advertisers full advantage of the 
larger page size, without the added 
costs of resetting type some points 
larger and making extra halftones to 
fit the larger page size. 

The two magazines now give black 
and white advertisements the full 


Oy UO ee 
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benefits of their larger pages by the 
simple expedient of obtaining the 
finest possible reproduction proof of 
the complete 7” x 10” plate and then 
making an enlarged line cut of the 
job. Halftones, of course, consist of 
a series of black dots and a camera 
shooting a line plate will reproduce 
dot for dot. To make the line cut, the 
10” dimension is blown up to 11”, 
while the 7” width expands propor- 
tionately to 7.7”. Thus, for the com- 
paratively small investment in a line 
cut shot from the reproduction proof 
of the 7” x 10” plate, the advertiser 
is able to enlarge his message to take 
full advantage of both magazines’ 
larger page size. While this method 
is not applicable to every plate re- 
ceived by the publication, particu- 
larly in those accenting heavy values, 
the results generally have proven 
satisfactory. 


Revise Engraving Text 


An advertiser who desires a 
broader understanding of the prin- 
ciples of halftone engravings will 
find “Halftone Processes” by A. J. 
Lockrey helpful. While it was origin- 
ally published in 1939 and revised in 
1941, it is still regarded as one of 
the better volumes on the subject. 

Published by J. J. Tepper Corp. 
(New York), the 64-page, paper 
bound volume covers plates for let- 
terpress and other printing processes. 


Fairchild Builds Van 
To Show Scan-a-graver 


Something new in the way of trav- 
eling shows has been put on the 
road by Fairchild Camera and In- 
strument Corp., (Flushing, N. Y.) 
manufacturers of the Scan-a-graver, 
the machine that makes plastic half- 
tones. 

Fairchild wanted more than a mere 
traveling exhibit so they designed 
its Scan-a-Van to be a complete 
photography and engraving depart- 
ment which could be pulled up to 
the door of any newspaper or print- 
ing plant where they could actually 
demonstrate how the Scan-a-graver 
could produce pictures for the paper. 
If necessary the crew can take pic- 
tures, sell advertising illustrations, 
work out local picture coverage 
problems and produce the complete 
job up to the proving stage in the 
Scan-a-Van. 


’ General Displays of Philadelphia 
designed the interior which looks 
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“Finished Form” 
(s mighty impressive 


but alone it doesn’t pay dividends. ...Even 
some shiny new copper engravings look great 
til they hit paper and ink....When value- 
wise ad-men write “ROGERS” on their orders 
year after year, it’s pretty sound proof that 
“excellent finish’’ applies both to their engrav- 


ings and to what they reproduce on paper. 
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Waster Craftsmen of Lhoto-Engraving 


Members of the 
CHICAGO PHOTO-ENGRAVERS ASSOCIATION 
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Six years ago we introduced 
Dow Chemical Company's 
new answer to better engrav- 


ings at a lower cost— 
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V | ENGRAVING CO, 120° MADISON stREET 
Mu 


The top cut of Helen Olson is Zomag. The 
cut on the bottom is copper. 


FOR 
PLASTIC 
PLATE 
FANS 


We manufacture plastic plates that 
will withstand a pressure of better 
than 700 tons! 


WNU has developed an exclusive 
new plastic plate process that will 
soon be the talk—and the envy—of 
the industry. 


WESTERN NEWSPAPER UNION 


ALBERT L. RAMSAY, Mgr 


310 East 45th Street 
New York 17, New York 
MUrrayhill 9-4700 





Engraving Plant on Wheels... Fair- 
child Camera & Instrument Corp. has taken 
to wheels to show advertisers and printers 
how its Scan-a-graver works. Everything nec- 
essary to produce a finished engraving is 
housed in the rolling engraving plant. 


like a first-class industrial exhibit. 
Walls are finished in varnished wild 
cherry paneling with Armstrong 
Cork’s black ribbed “Autmat” on the 
lower third. Plexiglass display panels 
line three walls of the Scan-a-graver 
room and holders for literature are 
strategically placed at each door. 

A work room containing a saw and 
a proof press is finished in wild 
cherry and all surfaces are covered 
with grey Formica. Floors are rubber 
tile. The darkroom makes ingenious 
use of a three by four foot floor space. 
It contains all of the equipment 
needed for press photography on a 
small paper. There’s a stainless steel 
sink, gravity fed water system and 
a scavenger arrangement for waste. 

Lighting is by fluorescent “egg 
crate” fixtures recessed in the ceiling 
and small spots play on the Scan-a- 
gravers. The truck is completely air 
conditioned and has its own heavy 
duty generator which is run by an 
automobile engine. 


> The driver, a former press photog- 
rapher, and the rest of the crew have 
been especially trained by Fairchild 
for the Scan-a-Van. Depending on 
the type of prospect and the known 
problems he faces the team can pull 
off a hatfull of basic promotions 
tailored to the local situation. 

Built by the Gerstenlager Com- 
pany of Wooster, (Ohio) at a cost of 
$20,000, the Scan-a-Van will tour the 
East Coast for the next few months. 
Depending upon results Fairchild 
may order more of the mobile units 
for other sections of the country. 
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I Third in a series of tributes to American Advertising 
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By Raymond P. Wiggers 
Advertising Manager 
The Frank C. Hough Co. 


A visit to any well stocked toy 
department will reveal the im- 
portance of the toy model in the 
promotion of industrial products. 
This growing industry has quickly 
become one of the surest and most 
economical means for gaining trade 
mark and trade name acceptance 
from the widest possible audience. 
It is a medium which translates ob- 
scure merchandise into reality—pro- 
vides product demonstration at a 


The Pay-Off 
accompanies each toy Payloader 
sell dad on the full scale product. 


50 


This well illustrated booklet, telling just what the 


Can Build Sales for 


time when the prospect’s sales re- 
sistance is absolutely non-existent. 

Like all good promotional medi- 
ums the toy field is becoming in- 
creasingly exploited. Already you 
must develop your plans carefully 
if you are to succeed in getting your 
product reproduced for the toy mar- 
ket—and if you are to reap the full 
benefits which are to be gained 
therefrom. Lack of understanding 
may well deprive your company of 
the benefits derived from millions of 
public contacts. 

In some cases a single misunder- 
standing may cost your company 
thousands of dollars in unnecessary 
costs. There are certain facts which 
are basic in (1) determining your 
objectives, (2) locating the right toy 


real thing does, 


It not only helps junior to understand the toy, but it helps 


manufacturer, (3) selling the idea, 
(4) insuring positive results, (5) 
planning the promotional campaign, 
(6) making the toy medium work 
efficiently and (7) 
sults. 


evaluating re- 


1. Determining Your Objective 


Your objectives in entering the toy 
market should be specific and well 
defined. In the case of The Frank 
G. Hough Co. our purpose was to 
obtain a much wider and more uni- 
versal recognition for our product, 
for its many applications, for our 
trade name, trade mark and com- 
pany. Since our trade publication 
and direct mail advertising program 
reached only our known prospects 
we wanted to ferret out additional 
unknown prospects and industries 
by carrying our message to the 
largest possible mass audience—the 
general public. To do so by in- 
creasing publication or direct mail 
advertising was an absolute impos- 
sibility from a cost standpoint, but 
the development of a toy model on 
the other hand suggested an eco- 
nomical means whereby we could 
reach that audience through a tre- 
mendous, well trained and organized 
sales organization which reached 
every nook and cranny throughout 
the country—the retail store circuit. 
We wanted to put thousands of sales- 
men to work for us at negligible ex- 
pense. We actually wanted to place 
our prospects and the friends of our 
prospects in the Payloader driver’s 
seat. We wanted the name Pay- 
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our Product 


loader to become a common house- 
hold term like Cellophane, Frigi- 
daire or Buick. 

Another 
model 


objective of our toy 
program was to lay the 
ground work for future sales—to 
look ahead into the 1960’s and 1970's 
—to establish recognition for Pay- 
loaders among the younger gener- 
ation. Only through forceful pro- 
motion reaching everywhere could 
we hope to insure and strengthen 
our future leadership within our 
industry. 


2. Locating The Right Toy 
Manufacturer 


It should be emphasized that there 
are many products which are NOT 
suited to toy model promotion. The 
first requisite is that the product 
must reproduce as a toy that is 
both playable and salable. If a faith- 
ful reproduction of your product will 
not positively attract children, you 
will save time and expense by com- 
pletely disregarding the project right 
at the start. 

If your product, however, justifies 
translation into a toy, it will encour- 
age you to know that despite the 
number of toys on the market today 
the toy manufacturer is constantly in 
search of new ideas for development. 
Your product may well be his means 
of livelihood tomorrow. His busi- 
ness depends upon his ability to pro- 
duce at least one new subject each 
year. In view of this your product 
properly presented and “sold” will 
receive careful consideration. 
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Two kinds of propositions seem to 
exist for the advertiser: (1) con- 
tracting with a manufacturer who 
will assume all the risks and all but 
a fraction of the expense, and (2) 
contracting with one who requires 
YOU to underwrite initial and ex- 
pensive die costs running into many 
thousands of dollars (it is amazing 
how expensive toy dies can be). The 
advantages of the former alternative 
are as obvious as the need to care- 
fully weigh result potentials against 
manufacturing expenditures under 
the latter procedure. 

Locating manufacturers of toy 
products can be easily accomplished. 
The simplest and perhaps best meth- 
od is to visit your nearest toy dealer 
who not only can provide the names 
of all the prominent manufacturers 
from his catalogs and trade papers, 
but who can also provide you with 
valuable first hand observations. He 
can advise the respective quality of 
the various toy products, the type 
of promotional and delivery support 
he is given by the respective manu- 
facturers and, best of all, he can tell 
you which units are his best sellers. 
Remember, the fastest selling item 
receives the most prominent display, 
thus giving you the widest recogni- 
tion value. 


3. Selling The Idea 


Unless your product is a “sure 
thing” you'll be wise to obtain some 
preliminary evidence of its potential 
as a toy. Be certain that the manu- 
facturer is thoroughly acquainted 
with your product, what it does, how 
universal is its application. Outline 
every possible reason why you think 
the toy would be universally ac- 
cepted—utilizing any direct quota- 
tions from friends, prospects, cus- 
tomers, and dealers to that effect. 
Conduct any advance survey whose 
results would have reasonable in- 
fluence upon YOU, if you were the 
manufacturer. You probably will 
have to use all the “sell” techniques 
in your bag of tricks—but it will be 
more than worth the effort. 


4. Insuring Positive Results 


When negotiating with a selected 
toy producer, keep faith with your 
objectives set forth above. Remem- 
ber that you are primarily inter- 
ested in retaining the identity of 
your product and in merchandising 
your trade mark and trade name. 
Although some compromise is often 
necessary in redesigning your prod- 
uct to serve in the capacity of a toy, 
it is advisable to insist upon full 
explanation for every suggested 
change. Be _ severely critical of 
changes made solely for economy 


Author & New Friend .. . Author Ray- 
mond Wiggers presents a toy Payloader to 
an interested future customer 

in a toy promotion of a product. 


a plus value 


reasons; quite often original product 
designs can be _ retained through 
further study of the reproduction 
problem. Surrender your specifica- 
tions only at last resort! 

You will do well to establish the 
price range of your toy carefully. 
Your manufacturer should be 
equipped to provide you accurate 
sales volume expectations at vary- 
ing price ranges. In construction 
equipment toys, for instance, we 
were advised that a price in excess 
of a certain figure would automat- 
ically cut our volume in half. We 
were likewise advised that color has 
a vital influence upon toy sales. 

As preproduction models of your 
toy are being developed, you will 
do your manufacturer a service by 
arranging for an early consultation 
with top executives—the sales man- 
ager, the chief engineer, etc. Usually 
they will aid in the solution of the 
reproduction problem. Your meet- 
ing will often prevent the necessity 
of “starting all over again” at a late) 
date. Undue haste may spell the 
difference between success and fail- 
ure of the whole enterprise. 

Without doubt the development 
of your preproduction model will be 
scheduled for completion well in 
advance of the annual Toy Fair 
(usually held in March) at which 
time most units are unveiled before 
wholesalers each year. Nothing 
should be allowed to interfere with 
this deadline, for the entire success 
of the toy depends upon its forceful 
introduction to the 
wholesale chains. 


nationwide 
In the meantime 
strict secrecy is essential to elim- 
inate the danger of your toy being 
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YOUR NAME 


_-- in every car 
Tdi cliled 


a 


Sturdy Plastic 


Ua 


FOR 


can MEHL 
ZN S WINDOW 
oe rhs + © Can last a lifetime. 


7 =m ® Your customers see it, 
a use it every day! 


A premium your customers will see and use 
many times every day . for years and 
years and years ... at such a tiny cost to 
you! Dispenses regular 5c Kleenex and 
onds pocket pack tissues. Refills available 
susan, Be the first in your area, order 
today. In Red, Blue or Green. 


SAMPLE ON REQUEST 


Ask your jobber or wire or write for com- 
plete information. 


BOLDEN & CO. 
1001 Berwin St. Akron, Ohio 


To 


Reach 
the 
20,000 
Actual 


Buyers 

of 
ADVERTISING 
MATERIALS and 


SERVICES 
put your 


selling message 
before them 

in 

Advertising 
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copied by an unscrupulous toy pro- 
ducing competitor. 


5. Planning The Promotional 
Campaign 


Promoting a toy model is a pub- 
licity man’s dream. The possibilities 
are too numerous to list in entirety. 
Our promotion of the Payloader toy 
has followed a “common sense” type 
of approach with one type of promo- 
tion suggesting another, ad infinitum. 
Our steps were as follows: 


a. We insisted upon the closest 
possible adherence to exact scale 
reproduction directly from a blue- 
print of our product. We surren- 
dered minor difference in structure 
(to satisfy basic structural require- 
ment from the toymaker’s stand- 
point), while standing firm against 
permitting serious deviations which 
endangered the identity of our prod- 
uct. 


b. We provided for the use of 
three identifying decals on each unit 
(for which we paid the expense) so 
that either our trade name, Pay- 
loader, or our trade mark would be 
plainly visible from all angles. 


ce. We arranged for carrying 
through with our recognition ele- 
ment by having our name imprinted 
along with the manufacturer’s name 
on two sides of every packing box 
and shipping cartons so that the re- 
tail supply shelf would serve as an- 
other source for public contact. 


d. We directed a_ two-pronged 
promotional message to (1) our next 
generation prospect—the child and 
(2) our present prospect—the child’s 
father. This was accomplished by 
means of a 16-page, 3%” x 41%” 
miniature “catalog,” fastened by 
string to the steering wheel as a 
standard enclosure with each toy. 
(See illustration.) Included was a 
personal letter from our president to 


The Frank G. Hough Co. 
2000 Sunnyside Avenue 
Libertyville, Illinois 


Attention: All Junior Operators 


We welcome you as 2 Junior *PAYLOADER" 
operator. 


Your "“PAYLOADER® is just like the giant 
Hough (say “Huff") Model HM "PAYLOADER" you 
see working almost everywhere. Just imagine 
-- you can now do the same things that other 
men are doing with “PAYLOADERS® that are 
18 feet long and weigh 17,000 lbs. -- or as 
much as 5 automobiles. 


Of course, you'll become the BEST 
operator by watching real “PAYLOADERS® at 
work. Look for them digging in vacant lots 
-- building new roads -- lifting dirt and 
dumping it into trucks -- digging in gravel 
pits along or near the highway. See how many 
real Hough “PAYLOADERS® YOU can find and how 
many different things they are doing. 


Above all -- HAVE A GOD TIM, 


Sincerely, 


/ | i 

So f Dewey 
Frank G. Hough U 
President 


the “Junior Payloader Operator” 
which was designed to convert the 
child into a faithful ally. The other 
pages were for Dad—letting him 
know that there were such things 
as real Payloaders—hoping that oc- 
casionally this power of suggestion 
would be translated into the pros- 
pect’s own business needs. 


e. Special provisions were made 
for an orderly distribution of the 
toys via company personnel at full 
discount. Our objectives were (1) 
to increase our people’s pride in their 
company and product and (2) to 
utilize our people as salesmen as 
they spread the Payloader story 
(satisfied workers are top salesmen). 
Care was taken to avoid excessive 
competition with local retailers. 


f. We set up in advance a strong 
dealer program to encourage these 
organizations to distribute the toy 
among their own prospects and cus- 
tomers. (See illustration.) A spe- 
cial discount was allowed. Dealers, 
however, were not permitted to sell 
below the retail price—instead were 
encouraged to use this powerful 
sales tool as an agent of goodwill. 


g. We encouraged the toy manu- 
facturer to develop and exercise his 
own advertising campaign in sup- 
port of our toy. 


6. Making The Toy Work Effective 


As soon as your toy is launched 
it’s time to use it effectively—to take 
advantage of the initial impact. Here 
are only a few of the many tech- 
niques which can be employed at 
all trade shows: 


a. Display the toy prominently at 
your trade shows. It will attract at- 
tention, bring more visitors to your 
booth and at the same time serve as 
a perfect “conversation starter.” 
Free drawings with a toy model as a 
prize have proved tremendously suc- 
cessful for us. By assigning a specific 
individual or individuals to handle 
the drawing and by training your 
booth attendants in the art of trans- 
ferring a prospect’s interest from 
the toy to the product, you can uti- 
lize the unit as a forceful sales tool. 


b. Offer a complimentary toy to 
the editor or publisher of the No. 1 
trade magazine in exchange for edi- 
torial publicity. 


ce. Contact the local publicity bu- 
reau. Often the gift presentation of 
a toy to a representative from a 
local charity will gain considerable 
goodwill and publicity for your com- 
pany. Whenever possible include 
your local dealer in the presentation 
ceremonies. This type of human in- 
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RCA VICTOR 


for audio-visual 
selling and 
sales promotion 


























‘| Want to hold one-man sales 
—) meetings all over the country? 
== Or teach new safety techniques 
to plant employees? 







Then you'll want to look into the 
big possibilities of slidefilm with the 
~~") sound supplied by an RCA Victor 
; custom recording! 

When you send an RCA Victor re- 
cording along with your slidefilm, 
you know you've got a perfect 
maich of sound and sight. All 
screenings are exactly alike... get 
the same clear, clean, unmatched 
quality of RCA Victor sound. 
Technically and servicewise, you'll 
find RCA Victor leads the field in 
all phases of recording, processing 
and pressing for slidefilm. You get 
the full benefit of RCA Victor’s ex- 
© tensive music library ... careful 
= handling and prompt delivery . 

at a competitive price! 

Stack this service up against any 
== other — check the thought-starters 
‘ee shown here — then give us a call to 
see What we can work out for you. 
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Try these! 


Introducing a new electronic com- 
puter? A sound slidefilm keeps your 
field service staff up on new instal- 
lations and service techniques. 
Product too big for your salesman 
to carry? A sound slidefilm can take 
its place! 












Phone or write Dept. R-40 

New York 20: 630 Fifth Avenue 
JUpson 2-5011 

Chicago 11: 445 N. Lake Shore Drive 
WHITEHALL 4-3215 


Hollywood 38: 1016 N. Sycamore Ave. 
HIitsipe 5171 














“HIS MASTER'S VOICE” 
\ Radio Corporation of America 
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terest is well received by local news- 
papers. (See illustration.) 


d. Take advantage of presentation 
possibilities among key political fig- 
ures—always an excellent publicity 
medium. 


7. Evaluating Results 


Results from toy model promotions 
are many and varied but they are 
always “net profits.” Some of the 
obvious are: 


a. Many thousands of your toy 
units will be taken home for family, 
relative and neighborhood education. 


b. Hundreds of thousands of peo- 
ple (though not buying) will handle 
your toy model at the toy counter— 
a powerful force working for you for 
practically nothing. 


c. Millions will see your toy and 
your name as prominently displayed 
on the toy and on shipping box. 
Where else can you get such re- 
peated and widespread recognition 
at any cost? 


d. Your new friends—the youths 
for whom the toys were bought— 
will some day be your best salesmen. 
Competition will find it difficult in 
a few years to change minds “al- 
ready made up.” 


e. A popular toy always finds its 
own way into publicity pictures and 
stories. Through no effort of our 
own our toy Model HM Payloader 
found feature billing in Fortune, 


Popular Science, Construction Meth- 
in Life (See 
Totaled together, these 


ods—and particularly 
illustration). 





PICK PACKS UP 





items represented more than 5 mil- 
lion impressions served to The Frank 
G. Hough Co. on a silver platter! 


f. Your dealer will find that the 
most stubborn prospect melts when 
he (the dealer) uses the toy as a 
super weapon. Likewise he finds an 


ideas 


RCA VICTOR 


for promotions 
and premiums 


| Want to coax a car to give 
its own Sales pitch? 





eeeveeeveeveeeeveeeeeee eee ee 


Or sell cereal with a trip to Mars? 


The “idea” file at the RCA Victor 
Custom Record Sales Division is bulg- 
ing with exciting new sales promotion 
uses for records. 

A fresh, new premium can put an 
extra kick in a promotion! A custom 
recording by RCA Victor with your 
special message can be a winner. Sound 
sells — and a long list of successes 
proves it! 

You'll find RCA Victor prepared to 
do a complete job of unmatched qual- 
ity — at a price that’s right. Script- 
writing, recording, re-recording, 
processing, pressing, packaging and 
shipping services all are available. 

Check the thought-starters shown 
here — then give us a call to see what 
we can work out together. 


eeetY pel» If ee job 
to help 
0 FAN GAR “move” kids’ 
shoes, suits, 


cere als, how 
about a 
recorded trip 
to the moon 
as @ premium? 





ROCKEF 
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eft) Salles 
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Radio dong of America, RCA Victor Division 
New York Hollywood 





Chicago 


e*eeeeesen#e eeeee#se*e#enreeeseeeeneeeee#e 
; @ ° 

| , RCA Victor Custom Record Sales, Dept. R-40 z 

¢ 630 Fifth Avenue, New York 20, New York « 

7 . c . 

- Rush me by return mail your free record i 

. and descriptive “idea” folder on the ef- , 

e fective use of records as: ° 

. premiums promotions . 

. . 

e NAME . 

* Tere. . 

. 7. 

* FIRM . 

° ° 
ADDRESS 

e ° 

. . 
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For The Press . . . Hough got additional 
promotion value by presentation of toy Pay 
loaders to the press. Here Author Wiggers 
presents one to Frank G. Steinebach of Pen- 


ton Publishing Co 


automatic soluition to his Christmas 
gift problem. 
g. Even “lemons” become valu- 
able breadwinners for you. Replace- 
ments of damaged toys courteously 
and properly handled bring good 
will to your company. Friendly 
service in “crucial” situations leave 
lasting impressions that may at some 
future date result in indirect sales. 
How would you like to hear one 
of YOUR prospects say—‘My boy 
got one of your toys for Christmas. 
You know, he’s only four years old, 
but he spots one of your machines 
and calls it by name every time we 
go out.” It’s not a fanciful dream 
It happened to us! 


Egg Decals Featured 
In Easter Promotion 


Rabbits and ducks will be goodwill 
salesmen for many dairies and egg 
distributors during the Easter sea- 
son. A special promotion centering 
around rabbit and duck design Easter 
egg decals has been planned by the 
American Decalcomania Co. (Chi- 
cago) for food firms. 

Beginning several weeks before 
the holiday, dairies and egg distrib- 
utors will circulate an announce- 
ment about the decals. Decalcomania 
has printed a bright four-color cir- 
cular, die cut to slip easily over door 
knobs or milk bottles, which de- 
scribes the decals and contains the 
distributor’s name and address. 

A week before the holiday, the 
dairyman or egg distributor inserts 
one or more of the colored strips of 
12 animal designs into each carton 
of eggs. Each decal is imprinted on 
the back with the distributor’s name 
and address giving him extra benefit 
from his premium. 
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Kentucky Club Uses Single Sheet Display 
Piece, Contest for Dealers to Win Space 


A 34” x 47”, offset-printed sheet 
is a full window display for Mail 
Pouch Tobacco Co. (Wheeling, 
W. Va.), maker of Kentucky Club 
pipe tobacco. But in spite of the in- 
expensive nature of the display, the 
company expects to see it used by 
hundreds of dealers across the coun- 
try. 

The gimmick: 126 prizes, ranging 
from a $1,000 U. S. Savings Bond 
to 100 $5 imported briar pipes. There 
also will be five $100 bonds and 20 
$25 bonds. Dealers are asked to de- 
scribe in not over 50 words the dis- 
play (window or interior) which 
they make to tie in with a Kentucky 
Club “See the Coronation” contest. 
Photos of the displays are suggested 
but not required. 

The large offset sheet contains 
colorful cutouts of various corona- 
tion features such as the Guard at 
Buckingham palace, the royal crown, 
the coronation coach and well known 
landmarks. Each sheet contains in- 
structions for cutting out and using. 


> One of the key features of the 
sheet is a large scale reproduction 
of the cartoon, which is the key to 
the “See the Coronation” contest. 
This same cartoon is printed on the 
contest blank and participants are 
asked to write a caption for the 
drawing in not over 25 words. Two 


siwtocer Gu 
See the Coronation 
CONTEST 


Me, Dealer! WM 1.000" US SAYINGS GONE 
Wh THE KENTUCKY CLES 


‘CEE THE CORONATION” Caen pe 


DISPLAY CONTEST 7" 0 126" Pre 


Full Window Display in One Piece . 


Economical Counter Display ._ . Die- 
cut from a single sheet, printed on one side 
ina single color, this entry blank holder 
makes an effective display piece for the Ken- 
tucky Club coronation contest. 


of the words used must be “Ken- 
tucky Club.” 

Dealers have been invited to enter 
the consumer contest, which offers a 
12-day, all-expense trip for two, 
featuring seats at the coronation 
parade, trans-Atlantic and overseas 
air transportation to London, Ams- 
terdam, Brussels, Paris and return. 
First prize also includes $400 in 


Rn ty Cee) og aD Hoey ay ee Cg ne ey ee ey ed tg Seg 


.. All of the elements of Kentucky Club's colorful 


window display are printed on a single sheet. Prizes will be given dealers who produce the 
best displays to tie-in with a “See the Coronation’ contest. 
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spending money, sightseeing by pri- 
vate car in four countries, dinner at 
Maxime’s, an evening at the Folies 
Bergere, and a movie camera and 
projector for filming the trip. 

Other prizes, in addition to the 
coronation trip include a TV set, 
automatic washer, clothes dryer, 
movie camera and projector and 300 
pipes. The consumer contest will be 
advertised in Saturday Evening 
Post, Collier’s, American Weekly 
and Parade. 


> For promoting the contest at point 
of purchase, the company is using an 
unusual counter display holding en- 
try blanks. The display is folded 
from a single lightweight cardboard 
sheet, printed in a single color on 
one side only. 

Entries in the contest must be ac- 
companied by the dividend coupon 
that is packed in each package of 
Kentucky Club. Judging will be 
handled by Reuben H. Donnelley 
Corp. 


Homemakers Get Premium 
Kit for Trying Cleaner 


A home cleaning kit, valued at 
$3.69, is the big feature of a million 
dollar spring campaign for Universal 
Jet 99 cleaners, manufactured by 
Landers, Frary & Clark (New Brit- 
ain, Conn.). The campaign, which 
will include a heavy schedule of 
magazine, newspaper, radio and TV 
promotion, is aimed at getting more 
home demonstrations of cleaners. 

The home cleaning kit will be 
given every homemaker who gives 
the Jet 99 cleaner a 10-day free home 
trial—whether or not she buys a 
cleaner. The kit includes a special 
long life waste paper basket into 
which is packed a plastic bow] cover, 
Beacon floor wax, Beacon wax and 
dirt remover, Gold Seal glass wax, 





Brillo, Vernax furniture polish, Iva- 
lon sponge, Expello moth crystals 
and Glad Rag polisher. 

Each unit is packed in a separate 
corrugated container and delivered 
to the dealer for $1.59. If the house- 
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Pattern for Hostesses . 


. . Women who 
inquire about Universal electrical house- 
wares, manufactured by Landers, Frary & 
Clark (New Britain, Conn.) from local re- 
tailers will be given free an attractive hostess 
apron designed by the famous dress de- 
sianer, Carolyn Schnurer. Miss Schnurer ex- 
plains how to make the hostess aprons to 
Louisa Vass. Diane Lecher models a finished 
apron. 


wife decides to keep the cleaner 
after the home trial period, the deal- 
er offers her a special bonus of a 
Universal Chest-O-Seat valued at 
$24.95 as a trade-in on her old 
cleaner. 

To make the program attractive to 
Universal dealers, the company will 
replace any trial cleaners returned to 
dealers through their distributors for 
a new cleaner at no cost. 


Specialties Illustrated 


Plastic signs, celluloid buttons, 
badges, pins and other advertising 
specialties including pencil clips, 
key chains and award emblems 
are illustrated in a 12-page folder, 
Sales Blazers, issued by Philadelphia 
Badge Co., Inc. (Philadelphia). The 
booklet describes the uses for the 
various specialties, which are shown 
in a wide selection of styles, shapes 
and sizes. 


For your copy e No. 410 on the 


Readers Service Cord near back cove 


Plastics Firm Produces 
Handy 20-year Calender 


American Plastics (Brooklyn) are 
manufacturing attractive acetate 20- 
year calendars in brown and yellow 
to fit as a card into billfolds. By 
moving a wheel on the edge of each 
plastic card the month and year of 
the calendar can be changed. 

The company is offering two dif- 
ferent types—one is a spiral bound 
calendar with six and eight separate 
envelopes for cards, photographs, 
etc.; the other is a single envelope 
and calendar. An acetate window on 
the back of each calendar can be 








utilized as an advertisement or for 
a dealer’s card. The single envelope 
type has been popular with install- 
ment credit houses, oil companies 
and other users of _ identification 
cards. 


Offer Calendar Booklet 


Sixty-five percent of all business 
executives choose their own wall 
calendar on the basis of utility value, 
according to a survey conducted by 
Edward Stern & Co. (Philadelphia). 
Other results of the survey are con- 
tained in a booklet published by 
George F. Cram Co. (Indianapolis). 

The booklet also describes details 
of map calendars published by Cram. 


For your copy, circle No. 411 on the 


Readers Service Card near back over 
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... GOOD WILL is so 

easily expressed when 
your Product, Trade 
Mark or Slogan is 
faithfully reproduced 
on “ADVER-TIES”, the 
Individually Designed 
Quality Neckwear. 


...At Conventions, 

Sales Meetings, An- 

niversaries; or for 
Dealer Assistance, 
“ADVER-TIES” have 
always been Front 
Ranking . . . Your 
Choice of Colors, 
Fabrics and Designs 
at Most Moderate 
Cost. 


.. . Also—BEAUTI- 
FUL “GIFT” TIES, 
Plain or Decora- 
tive, individually 
boxed, with or 
without label on 
reverse side. 


1 
| SEND “AD” SAMPLES and state 4} 
| approximate quantity. This will 4 
t “‘Speed-up’’ complete details and 4 
(prices. 1 


AMERICAN 
Neckwear Mfg. Co. 


(Original ** ddver-ties Makers) 
320 S. Franklin St. Dept. AR 
Chicago 6, Ill. 


CATALOG 


Clip this Coupon to Your 
Letterhead for BIG Catalog 


Many Plastic, Metal, Leather and Paper 
Products at lc each to $2.00 each for 
Convention, Exposition, Home, Office, 

Imprinted with Sales Message for 
Gifts—or—Plain, for Premiums. 


Firm 
City State 


Buyer's Name 


M. E. Moss & Co., Hartford 7, Conn. 





for better looking comprehensive 
layouts and designs 


for faster, more accurate assemblies 
which involve close register, 
transparency or fine details. 


for cost saving application of type, 
matter to photographs 


free 


ipon today for a free sample 
Trans-Adhesive Impression. 
ent with it. See how easy and 


ette > it is to use. 


Monsen-Chicago, Inc. 
22 East Illinois Street, Dept. AR-4 
Chicago 11, Illinois 


Gentlemen: Please send me sample 
Monsen Trans-Adhesive Impression. 


name 
company 
address 


city 


56 


how to make 


Monsen Trans-Adhesive 
Impressions work for you 


MONSEN TRANS-ADHESIVE IMPRESSIONS are pulled on 

tough clear acetate from your specified copy . . . type, 
symbols, designs, rules, ornaments. ‘They are sharp and 
clean in black, white or colored inks. A special 
transparent adhesive on the back of the acetate takes hold 
when you burnish the surface. The type matter and the 
details under the clear* acetate reproduce perfectly. 


% opaque backing and matte finish are available for special jobs. 


MONSEN-LOS ANGELES, 928 S. FIGUEROA ST. 
MONSEN-WASHINGTON, D.C., 509 F ST., N.W. 


Monsen-Chicago, Inc. 


22 E. ILLINOIS ST., CHICAGO 11, ILLINOIS 
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There have been many new typefaces introduced in the past 
three years and they are adding new color to advertising. 


An cH Industry Survey 


A “new look” in advertising often comes from the 
typecases of the nation’s typographers. No sooner are 
new typefaces introduced than they immediately start 
springing up in various forms of advertising. 

It has been said that there never is a really new 
typeface, but some of the creations of present day type 
designers indicate that, even if this is true, there is 
plenty of room for variations on old themes. 

During the past three years, American type foundries 
have introduced many new and interesting faces. While 


Acme lype Foundry 
eme Light -Script 
Granby Inline 


ORPLID 
Peignot Light 


Dom Casual 


Peignot Medium 


Peignot Bold 


PRISKAA 
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American Type Founders 


Bernhard Tango 


Dom Diagonal 


De Roos Roman 
De Roos Italic 


[-omont Light 


Eqmont Light Italic 


most of them are in keeping with today’s more informal 
living, the most recent—Thompson Quillscript—draws 
upon the beautiful calligraphy of yesterday for its 
inspiration. 

Many, like Quillscript, are the products of noted 
American designers, but a large number are from the 
pens and brushes of European masters. 

AR invited all American type foundries to present the 
faces they have introduced since 1950. The following 
examples are the results of this industry survey: 


Egmont Medium 
Egmont Medium Italic 
Egmont Bold 


(? 
. jracta 


HIDALGO 
LIBRA 


LIBRA LIGNt 


Nobel Light 





American Type Founders 


Nobel Light Italic 
Reiner Scrint 

Ronde 

Rondo Bold 


SPARTAN 
EXTRA BLACK 


Studio 
Lhompson Ouillscript 


American Wood Type 
Manufacturing Co. 


Amanda Loude 


Chisel 


# estiual Cext 


jw 
trea neesca Sonal e 


hiY BOARD 
FPbishocnen Bold 
Wlerenra 


U( ercury Light 


ea ) 
+ aiman : Nonde 


Intertype 


Century Schoolbook 
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Bauer Alphabets 


Bauer Bodoni Extrabold 
Topic Medium 

AEKMMUW Alternate Characters 

Topic Bold 

REKMNW Alternate Characters 
Topic Medium Italic 


trad, ivarius 
G tradivarius 


Weiss Italic Plain Caps 


Ludlow 


Karnak Medium Italic 
Radiant Medium Italic 
Radiant Bold Condensed Italic 
Record Gothic Condensed 
Tempo Bold Condensed Italic 


Linotype 


Eldorado with Italic and sMALL CAPS 

Fairfield Medium with Italic and sMALL CAPs 
Primer with Italic and SMALL CAPS 
Spartan Book with Italic and SMALL CAPS 
Spartan Book Condensed 


Spartan Heavy Condensed 
Monotype 


Bulmer 
Bulmer Italic 
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Quillscr ipt. .. New ano Exclusively ALF « 


An attractive new type of refreshing animation, expression 


and charm. Quillscript presents an easy flow of word struc- 
ture, pleasantly legible, and unusually compatible with many 
family favorites such as Garamond, Century, Lydian, Caslon, 
Cloister, Spartan Medium and other sans serifs. Quillscript 
is available only frora ATF, 14 to 48 point, in fonts costing 
only $9.45 up, with no investment whatever in type ma- 
chines and expensive matrices. Quillscript is foundry en- 
graved and cast for absolute uniformity in face and fit and for 
long life on the press. There’s a type face for everybody, and 
the spirited beauty of new Thompson Quillscript is for you. 


For specimen sheets write our Advertising Desk 28. 
I 8 





The new type face 
Of dignity and beauty 
So legible ano so practical 
This is Lhompson Quillscript 


First New Face Introduced In 1953 


Available Only From American ‘Lype Founders 


GG | American Lype Founders 


200 ELMORA AVENUE, ELIZABETH, NEW JERSEY ‘* BRANCHES IN PRINCIPAL CITIES 





Chicago’s first and finest 


TYPOGRAPHY 


Bertsch & Cooper, Inc. 
547 South Clark Street 
Chicago 5, Illinois 


Harrison 7-5920 


MONOTYPE @« LINOTYPE «© NEWSPAPER MATS 


TRU-TONE® AD PLATES « ELECTROTYPES 


day 


Service 
might 





Portfolio Shows Ad Use 
Of Amsterdam Typefaces 


A helpful portfolio of type speci- 
mens, showing end uses of new type 
faces from Typefoundry Amsterdam, 
has been produced by American 
Type Founders (Elizabeth, N. J.), 
sole U. S. distributors for the type- 
faces of the Dutch designers. The 
portfolio contains five individual 
broadsides, each featuring one of 
Typefoundry Amesterdam’s newest 
creations. 

One folder, for example, shows Hi- 
dalgo, a heavy-serif display type. In- 
side the folder are six advertising 
applications of the face. The back 
cover of the folder shows samples of 
eight sizes of Hidalgo, ranging from 
18 to 72-point. 

Another folder shows Reiner 
Script, a new display script type de- 
signed by the famous Swiss graphic 
artist Imre Reiner. The inside pages 
show the display script in the form 
of various advertisements and sig- 
natures and the back page gives 
samples of Reiner Script im sizes 
from 18 point to 96 point. Libra 
is another Amsterdam Typefoundry 
face which is covered in a separate 
folder and is said to form a new way 
of typographic expression for letter- 
heads, bookcovers and_ dignified 
commercial and society printing. The 
back page shows both Libra Light in 
sizes from 8 point to 60 point and 
Libra from 8 to 60 point. 

The Egmont family is a type face 
designed by S. H. de Roos which of- 
fers a versatile medium for modern 
typographers. These appear in a 
printed piece measuring 18-1/8” x 
22-3/8” which folds to 6-1/8” x 11- 
1/8”. Shown are various examples of 
advertisements, letterheads and oth- 
er layouts employing this handsome 
type. Egmont Light, Egmont Light 
Italic, Egmont, Egmont Italic and 
Egmont Bold are all illustrated in 
diversified type sizes. The Egmont 
Inline Initials are also shown in this 


folder. 


This helpful packet also contains a 
folder devoted to Nobel Light and 
Nobel Light Italic type faces, which 
are recommended for all kinds of 
display where a pure and very legi- 
ble face is desired. Nobel Light is 
shown in sizes from 8 to 72 point 
while the Nobel Light Italic is illus- 
trated in sizes from 8 to 48 point. 

Included with the packet is an 
American Type Founders’ price list 


which adds to the value of the 
folders. 


For your copy circle No. 412 on the 
Readers’ Service Card near back cover 
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New Fototype Catalog 
Shows 150 Specimens 


A new catalog showing 150 vari- 
eties of “cold type” has been issued 
by Fototype, Inc. (Chicago). In ad- 
dition to illustrations of each type, 
the new 48-page booklet explains 
the uses for Fototype. 

The catalog is a “living” example 
of Fototype at work. A forward ex- 
plains, “This whole catalog was set 
by one of our office girls, using ver- 
satile Fototype for 90% of the job— 
and electric typewriter for the bal- 
ance.” 


For your copy, circle No. 413 on the 
Readers’ Service Card near back cover 


Typewriter Composition 
Pointers Given By IBM 


Practical information for anyone 
interested in cold type composition is 
contained in a new booklet Typo- 
graphic Planning for Typewriter 
Composition produced by Interna- 
tional Business Machines 
(New York). 

The 24-page, plastic bound book- 
let is designed to help admen and 
layout artists transform printing re- 
quirements to IBM electric type- 
writer specifications. Terminology 
in printing and typography is ex- 


Corp. 


plained. The relation between inches 
and the point and the pica are ex- 
plained and illustrated by page-edge 
scales. Line spacing and leading are 
discussed and a rachet chart for use 
with 10, 11 and 12 point type is in- 
cluded. 

Directions for determining type 
sizes and reduced and enlarged copy 
are shown. Reduction charts are pro- 
vided for six type faces available on 
the IBM electric executive type- 
writer. A glossary is included in the 
last pages. 

The booklet—typed in IBM Bold 
Face #1 and reproduced by photo 
offset—serves as an example of re- 
sults obtainable by the cold com- 
position method. 


For your copy, circle No. 414 on the 
Readers’ Service Card near back cover 


Issues Lettering Folder 


Fifty styles of pen scripts available 
in Neo-Process Lettering, a special 
kind of art type available from 
Flexo-lettering (New York), are il- 
lustrated in a new two-color broad- 
side. The mailing piece also gives 
background details on how the let- 
tering is prepared. Prices range from 
$2 to $2.50 per word with a $5 mini- 
mum. 


For your copy 
Readers’ Service 


Show Type Specimens 


One line showings of types, orna- 
ments, initials, borders, typographic 
signs and accents are featured in a 
new plastic-bound booklet of Dia- 
mant Typographic Service (New 
York). Over 350 different type faces 
are illustrated, along with 15 sets of 
foreign accents, 168 border styles and 
a large variety of special typographic 
effects. 


For your copy, circle No. 416 on the 
Readers’ Service Card near back cover 


SCALE LAYOUTS 
PERFECTLY! 


USE A 
tact LUCI 


‘‘THE BEST’’ 


PROJECTS THROUGH DRAWING SURFACE 


- Trace Copy 

- Trace Objects 
Transparencies . Makes ‘‘Stats’’ 
Scaling Silk Screen Positives 


9. Line Negatives 
°o 
1 
2 
Layouts 3. Silk Screen Stencils 
a 
5 
6 


. Halftones 


Corrections Burn in Printing Piates 

- Lettering . Trick Distortions 
Perspectives 

VIEWING AREA: 18”%x24” 

STANDARD LENS: 400% 


SNOUEWNE 


**Swipe’’ Files 

FLOOR AREA: 26x42”. 
Enlargement and Reduction 
CALIBRATED DIALS: Percentages and Decimals 
CONSTRUCTION: All Metal 


Dealer Inquiries Invited 
WRITE FOR FREE CATALOG LL 33 


MERRITT LACEY CORP. 


3] Central Avenue, Newark 2, N. J. 


Dauers hack with) the original 


ELIZABETH 


iG becuse their eliotn of fine typies 


WEISS 
LUCIAN 


BALER BODONI 


FUTURA 
Pata 
FUTURA DISPLAY 
BETON 


CORVINUS 


See and compare, then specify Bauer Types 


for outstanding compositions. 


For complete specimens, see your nearest 
Baver type dealer or write on your letterhead to: 
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ROMAN 
SWASH 
ITALICS 


CARTOON 
Gil ez Gothic 


om a thal 
a 
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—w «(UCT ALPHABETS, INC. 
235 East 45th Street, New York 17, New York 
DISTRIBUTOR OF ORIGINAL BAUER TYPES 





Tell How To Create 
More Effective Ads 


Ad headlines, pictures, color, copy 
and sizes are effectively analyzed in 
Readership Cook Book, eight-page 
illustrated booklet distributed by 
McGraw-Hill’s Chemical Engineer- 
ing (New York) 

Written 
process marketers, the principles ex- 
pounded in the booklet are appli- 
cable to almost every field of adver- 


primarily for chemical 


tising. Twenty-six examples of effec- 
tive ads, illustrating such points as 


copy?” are sprinkled throughout. 

Played up in the booklet are the 
“ingredients” for a good ad... care- 
ful analysis, colorful makeup, valu- 
able suggestions. 


Cral-lype Described 

A four-page folder showing many 
of the 150 display type faces and 
sizes of Craf-Type has been pub- 
lished by Craftint Mfg. Co. (Cleve- 
land). Craf-Type paste-up letters 
are on a semi-matte acetate surface 
and are self-adhering. 


Show New Renner Faces 


In Latest Bauer Folder 


Bauer Topic Medium and Bold, the 
latest typeface designs by Paul Ren- 
ner of Futura fame, are shown in all 
of their sizes in a new folder by 
Bauer Alphabets, Inc. (New York). 

Illustrated in the folder are 8, 10, 
12, 14, 16, 18, 24, 30, 36 and 48-point 
sizes of both the medium and bold 
weights. According to the folder, 60, 
72 and 84-point sizes will soon be 
available. 

Special inserts to the folder show 


Bauer Topic Medium Italic in a va- 
riety of sizes and alternate charac- 
ters for the medium and_ bold 
weights. 


“How do you vote . . . short or long 


King Booklet Shows 


Foreign Type Faces 

An unusual booklet showing sam- 
ples of type lines set in a wide 
variety of foreign languages has been 


produced by King Typographic Serv- 
ice Corp. (New York). Featured on 
the cover is an actual piece of type 
with a Korean character. 

King is equipped to set ads and 
other printed material in over 600 
languages and dialects. 


By having your type machine-set 
photographically in miniature on a 
revolutionary new machine, you'll 
be able to eliminate costly hand- 
setting for display heads, broad- 
sides and all jobs containing large 
type. Razor-sharp Phototype comes 
to you in any size you want, from 
4 point to 288 point or larger, direct 
on film for stripping in, or on paper, 


lye 


with 
WARWICK 
PHOTOTYPE 


ready for paste-up. This entire ad- 
vertisement was set with Phototype. 
Write for complete Phototype story. 


WARWICK TYPOGRAPHERS, INC. 


Dept. F-4, 920 Washington Ave., St. Louis 7, Mo. 
Overnight by air mail from most of U.S. 


WARWICK PHOTOTYPE 


WARWICK SERVES CLIENTS IN 33 STATES, PUERTO RICO, MEXICO AND CUBA 
“How would you like to put your story 
before thousands of people without 
spending one cent for engravings or 
printing?” 
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Plan Your 


Paper 


One of the most helpful paper catalogs ever developed 
has just been issued by Reinhold-Gould, Inc., New York 
paper distributors. While containing the usual paper 
listings and prices, the company’s catalog also doubles 
as a handy estimator’s guide. 


Harry Gould, president of the firm. explains that they 
checked with their customers and learned that paper 
buyers deplored the general lack of information neces- 
sary to estimate paper requirements. An introduction 
to the catalog, titled “This Is No Ordinary Price List,” 
explains: “You wanted a price list—and a catalog—you 
said, that would answer practically all your paper-buy- 
ing problems. And you listed a host of features you con- 
sidered all-important to you in your everyday paper- 
procurement problems. 


Needs 


In Advance 


“Well, every last suggestion you made is on view here 


> Each of the hundreds of paper listings in the catalog 
are spelled out in detail, including sizes and weigh‘s 
available, grain direction, colors, uses, prices and many 
special details. But the most interesting feature of the 
catalog to many is a set of estimator’s tables, which cove 
practically every subject of value. 

Reinhold-Gould has given AR permission to reprint 
these tables. In addition to those listed below, the catalog 
contains tables for determining ream weights, bulks, 
and several other important buying factors. If you would 
like a copy of the complete 80-page catalog, circle No. 
401 on the Readers’ Service Card near the back cover 
of this issue. 


aaceeeete 


SOME TIMELY TIPS 
WHEN WRITING ORDERS FOR PAPER IN ROLLS 


Indicate clearly 

speed of press 

exact roll width 
minimum and maximum 
diameter 

machine roll 

rewound roll 

wire side out 

felt side out 

for letterpress 

for lithography 

for gravure 

Core specifications 
inside diameter 

fibre [] metal 
returnable 
non-returnable 

slotted 

Be sure to insist upon high-quality hard rolls 

tight wound minimum of splices — indi 
even wound cate how many splices-per- 
free from slitter dust roll are acceptable 

load on side flag splices 

on end 

on skids 

Be sure to indicate weight of paper as maximum—not to 
do so cheats you of yardage. 

Caution—remember weight of roll includes outside wrap 
per and non-returnable core. Weight of returnable core 
is not charged. 


one color 

two colors 

three colors 

four colors 

one side of sheet 

both sides of sheet 
directional arrows on wrap 
pers of large rolls 


width of slots 
not slotted 
Slots in juxtaposition 
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” Remember, you are billed for gross weight of roll 
paper, wrapping and non-returnable core. 


When estimating, be sure to allow for spoilage. Most 
operators say 5°% covers loss of paper weight. 


Be sure to instruct supplier to number and show weight 
of each roll on outside wrapper and on shipping and bill 
ing papers. 

Be sure to indicate when printing is to be produced with 
heat-set or other special inks. Extreme care is given the 
‘“‘pick’’ factor, and splices are properly treated for proc 
essing. 


Arithmetic Help 


Here is an approved method of figuring the approximate 
weight of paper in rolls: 

Example: To determine the weight of a roll of bond paper that 
is 30 inches in diameter and 12 inches wide: square the diameter, 
30 X 30 900; multiply by the width, 900 « 12 10,800; 
multiply by the factor .027, 10,800 = .027 291.6 


Answer: 291.6 pounds. 


These are the factors to use to help you determine the ap 
proximate weight of a roll for papers most purchased in rolls 
antique finish, .018; machine finish, english finish, offset, bond, 
ledger, writing, manifold, onion skin, .027; super, .030; coated 
two sides, .034; coated one side, .030. These factors—average 
among paper manufacturers—apply for all weights. 


For any given diameter, lighter weight papers will bulk less 
More of it, therefore, will be wound ona roll. 





EQUIVALENT WEIGHTS 


EQUIVALENT WEIGHTS OF VARIOUS TYPES OF PAPER 
IN REAMS OF 500 SHEETS 
Fiat Size 
22% x35 
x 32 
x 28 
x 28 
x 25 
x 22, 
x 22 
x 22 
x 21 
x19 
x17 
x 16 
x14 
x14 
x12, 
Axlly 
x11 
x tt 
x 10% 
x 9V~ 
5¥x 8% 
5 x 8 
5 x 7 
5W%x 7 
44¥,x 6, 


EQUIVALENTS 
FOR 


BOOK 
25x38 


BOND 
17x22 


COVER 
20x26 


BRISTOL 
221/2x35 


INDEX 
20/9 x243/4 


Amount of Paper Required for 


BROADSIDES AND FOLDERS 


Sheets required 
for 1,000 copies 


500 
500 
500 
500 
500 


Cuts out of 
35x45 
32 x 44 
28 x 44 
28 x 42 
25x 38 
35 x45 
32 x 44 
28 x 44 
28 x 42 
25x 38 
35 x 45 
32x 44 
28 x 44 
28 x 42 
25 x 38 
35x 45 
32x 44 
28 x 44 
28 x 42 
25 x 38 
35 x 45 
32 x 44 
28 x 44 
28 x 42 
25 x 38 


NOTE: The above figures are net requirements of paper with no al- 
lowance for spoilage. They are based on the assumption that no trim 
is required. No allowance is made for bleed. 


Amount of Paper Required for Different Size Booklets 


BOOKLETS — CATALOGS 


Sheets required for 1,000 copies 
8-pages 16-pages 32-pages 


250 500 1000 
250 500 1000 
250 500 : 1000 
250 500 1000 
125 250 500 
125 250 500 
84 167 334 
125 250 500 
63 125 250 
63 125 250 


Sheets required 
for 1,000 copies 


Trimmed Size 
94 x 12% 
BY x11 
110 75, x 10% 
125 6 x 9% 
150 S¥2x 8%, 
175 5\%, 75 
200 4 9V%, 
225 4V,x 6 
4V,x 5% 
33%4,x 5% 


ENVELOPE ENCLOSURES 

4-pages 3. x 6M, 
4-pages 3 x6% 
6-pages 3, x6, 
6-pages 3 x6% 


Cuts out of 
38 x 50 
35x45 
32 x 44 
25x 38 
35x 45 
32 x 44 
38 x 50 
25x 38 
35 x 45 
32 x 44 


100 151 
re 
83 
99 
116 
132 
149 


151 
181 
211 
241 
271 


59 
71 
83 
95 
107 


BRISTOL 


110 
135 
170 
208 


43 
53 
67 
82 


60 
74 
93 
114 


91 
112 
141 
172 


Cuts out of 
28 x 44 
25x38 
28 x 44 
25 x 38 


The above table shows standard basis weights and indicates what those 
weights become when translated from one basis to another basis. For 
example, a reference to the Writing or Bond shows that 24-pound Bond 
is the equivalent of a 60-pound Book paper, a 33-pound Cover and a 


33-pound Index paper. 


Comparison of Cost of 
Standard Sizes and Special Sizes 


BOOK PAPERS— 
2,000 TO 5,000 POUNDS 


The differential for special sizes in lots 
of 2,000 to 5,000 pounds is 10%. In 
many cases the adding of this differential 
makes a special size order cost more 
than the same number of sheets in the 
next larger standard size. Often, there- 
fore, it is cheaper to order the next larg- 
er standard size. 
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lowance for spoilage. 


The following table will be of help to 
you in arriving at the advantageous size 
to buy: 


Standard 38 x 50 


If you require a special size in between 
these two buy 38 x 50. For example: 361 x 
48% with the 10% differential added will 
cost more than 38 x 50. 


Standard 36 x 48 


The standard size 36 x 48 is cheaper than 
a special size 35% x 45%. 


NOTE: The above figures are net requirements of paper with no al- 


Allowance is made for trim but not for bleed. 


Standard 35 x 45 


If you need 32% x 44% you can buy 35 x 
45 for the same price or slightly less. 


Standard 32 x 44 
If you require a special size 29 x 44 you 


can buy 32 x 44 for the same price. 29% x 
44 will cost more than 32 x 44. 


Standard 28 x 44 
The 28 x 44 is cheaper than any special size 


down to the next standard 28 x 42. 
Cont'd on Page 66 
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for excellent ink receptivity 


You'll appreciate their performance through the press 
and their faithful reproduction of type and artwork. 


2K HAMILTON BUSINESS PAPERS * 


HAMILTON BOND 

HAMILTON BOND SCRIPT 

HAMILTON LEDGER 

HAMILTON MIMEO —_—_—_—_—_—— 
HAMILTON DUPLICATOR Now Available ! 
OLD TREATY BOND (rag content) The new Hamilton Bond 


Letterhead Style Book. 


MONTGOMERY BOND 
MONTGOMERY LEDGER 
MONTGOMERY MIMEO 


Write us for a copy 


HAMILTON TEXT & COVER PAPERS 


HAMILTON ANDORRA 
HAMILTON VICTORIAN 
HAMILTON LOUVAIN 
HAMILTON FINE LINE 
HAMILTON SHEFFIELD 
HAMILTON GAINSBOROUGH 
HAMILTON WEYCROFT 
HAMILTON KILMORY 


HAMILTON OFFSET ¢ HAMILTON OPAQUE ¢ HAMILTON VELLUM 


W. C. HAMILTON & SONS, MIQUON, 


Offices in New York, Chicago, Los Angeles 





cede. 


YOvr company 


MODERN BUSINESS REQUIRES 


Two Letterheads... or more 


In the competition for business and prestige. the company 
letterhead can play an important part, when management recognizes its 
various objectives. Certain of its elements—illustrations, slogans, guar- 
antee symbols, ete. —would be out of place on the president's letter. but 
they step up the results from sales letters. Engineering, accounting and 
service departments find different items effective on separate letter- 
heads. impossible to include on a general letterhead. 

Let the Neenah portfolio, The Psychology of 
Business Impression, show you the many ways in 
which letterheads can express business character. 
Included are 24 specimen letterhead treat- 
ments with type and production specifications. 
The coupon below. attached to your own letter- 
head. will bring you a free copy. Just sign 
and mail. 


COURTESY COUPON 


The Psychology of Business Impres- 
sion, with letterheads on Neenah 
Bond Papers (rag-content 25% to 
100% new cotton fibers). 


Neenah Pattern Kit, a guide to the 
| four grades of Neenah Ledger, 
with punching, perforating, and 


ruling guides, for use in designing 
special forms. 


SIGNATURE 


NEENAH 
PATTERN 


ree ; 
NEENAH PAPER COMPANY Be SS 


Neenah, Wisconsin 


Standard 28 x 42 


A special size 264% x 41 will cost as much as 
the standard size 28 x 42. For sizes between 
26, x 41 and 28 x 42 buy the 28 x 42 as 
a saving in money. 


Standard 26 x 40 


Any special size in between 26 x 40 and 
25 x 38 will cost more than 26 x 40. Buy 
26 x 40 as a saving. 


Standard 25 x 38 


Buy the 25 x 38 size as more economical 
than any size in between these two. 


Standard 24 x 36 


Kimberly-Clark Issues 
New Reference Catalog 


To help buyers of printing select 
the right paper for specific printing 
jobs, Kimberly-Clark Corp. 
(Neenah, Wis.) has prepared a new 
reference catalog, which contains de- 
tailed information on papers and a 
complete array of specimens printed 
in both black and white and color. 

End uses, specifications and brand 
characteristics are described for the 
firm’s three letterpress grades and its 
offset enamel. The plastic bound 
reference catalog presents sheet 
specimens for all papers in all avail- 
able weights. Illustrations show how 
various halftone screens look on all 
grades, with reproductions of prod- 
ucts ranging from fine glassware to 
industrial castings. 

Two sets of thumb indices—at the 
bottom and side—facilitate use of 
the catalog. A handy reference table 
in the front of the 66-page book 
gives details, suggested end uses and 
characteristics for each of the papers. 


> A special feature of the book is a 
paper ordering checklist. It gives 
guides to determining the quantity of 
paper needed and sheet size factors: 

1. Trim size of the piece. (Can 
standard sheet sizes be used?) 

2. Are there any bleed pages 
(requiring extra trim)” 

3. Are there bleeds on the gripper 
edge? (Allow gripper space.) 

4. Will there be shoulders on the 
bleed cuts? (Allow gripper space.) 

5. Will the piece be folded more 
than once? (May require final 
trimming. ) 

6. Is it more than eight pages? 
(Allow extra width for chase bars if 
letterpress. ) 

7. Can final trim size be reduced 
if there are good reasons for using 
standard sheet sizes readily avail- 
able? 

8. Will folders accommodate the 
job economically? 

9. Can the sheet be large enough 


Advertising Requirements 













APEEl, 2 Aer 


to allow other jobs to be run simul- 
taneously? 

10. Is sheet size large enough to 
allow split-fountain run 


(provided 
form is suitable) ? 


> The book also lists eight helpful 
guideposts for other paper ordering 
factors: 

1. Have you specified grain direc- 
tion? 

2. Should stock be shipped in car- 
tons, cases or on skids? 

3. Are skids too large for doors, 
elevators? 

4. Can skids be delivered onto re- 
ceiving platform? 

9. Which way should skid legs or 
runners go? 

6. Should the printer be billed for 
the paper? 

7. Will the job need an envelope? 

8. What weight, dimensions, and 
core size can printer handle if rolls 
are ordered? 


Develop Light Weight 
Flourescent Papers 


A new, lighter weight, lower cost 
fluorescent paper, designated Velva- 
Glo “40”, has been developed by 
Radiant Color Co. (Oakland, Calif.). 
A selection of eight fluorescent col- 
ors is offered—blue, char- 
treuse, red, orange-yellow, orange- 
red, green and orange. 

The new papers are available in 
20” x 30” sheets or in rolls 30” wide, 
one to ten reams to the roll. The 
line was designed especially for box 
coverings, labels, gift wraps, greet- 
ing cards, direct 
similiar uses. 

Samples and details of the new 
line are available from Radiant. 


cerise, 


mail pieces and 


Linton Kit Presents 
Ad Ideas For Offset 


A new pcrifclio of 
“tricks of the trade,” designed for 
small offset press owners, has been 
prepared by Linton Bros. & Co. 
(Fitchburg, Mass.). The kit, printed 
entirely on small offset presses, con- 
tains ten “idea” pieces. 

Each of the offset-printed items 
carries a production memo telling 
how the job was done and suggesting 
sales adaptations. The pieces range 






ideas and 


from store posters and certificates to 


menus and direct mail ideas. 
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Want a bumper crop 
of sales and 
good will this year? 
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Good Ideas About Your Product,” 
the S. D. WARREN COMPANY 
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THE SATURDAY EVENING POST 
for April 18. 
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Out of advertising’s 
$6,000,000,000 annual budget .. . 


the readers 
of AR spend 


$3,000,000,000 


A.R. goes only to actual buyers of 
advertising materials, equipment, and 
services, and goes to far more of 
them than are included in the audi- 
ence of any other publication. 


It provides the specialized editorial 
information which these buyers need 
and want, and which they cannot 
obtain anywhere else. Editorially and 
circulation-wise, Advertising Re- 
quirements covers your field specifi- 
cally, with power and penetration 
never before available. Write today 
for details on the truly amazing re- 
sponse which this new publication is 
producing. 
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Paper Selection Rule 


In its booklet, Your Next Letterhead, Hammermill Paper Co. has laid down 
several good rules for selection of proper papers for business letterheads. 


Letterhead Sizes 

Common use has standardized 81/2” x 11” as the most practical size for 
business letterheads. Envelopes, files, business machinery are all geared most 
efficiently to this size. (Because the stated size 81/2” x 11” is commonly cut down 
from 17” x 22” or 22” x 34” sheets, the actual letterhead size is usually a small 
fraction of an inch under those dimensions.) 

Variations in the length of the standard letterhead may be used for specific 
purposes. An example is the printed acknowledgment, usually mailed with variables 
filled in by hand or typewriter, which may be 81/2” x 71/4”. 

The Executive size, 71/4” x 101/2” (with which the Monarch size envelope is used), 
is often preferred for personal correspondence, for matters of a semi-business 
nature and for executive use. 


Paper Weight 
The weight of paper made for letterhead use is expressed in terms of the weight 
of one ream (500 sheets of the basic mill size of 17” x 22”). For example: a 
substance 20 letterhead weighs 20 pounds per ream in size 17” x 22” and, when 
cut into 81/2” x 11” sheets, it is the weight of 2,000 letterheads. The following table 
indicates the most practical weights for various uses. 
Substance Weight 
Use (In order of preference) 
Executive letterheads 24, 20, 16 
Company letterheads 24, 20, 16 
Personal or Semi-business letterheads 24, 20, 16 
Air Mail letterheads 13,9 
2nd Page letterheads Same as letterhead 
Branch Office and Salesmen’'s letterheads 20, 16, 13 
Circular or Form letters 20, 24, 16 
Hotel, Fraternal or Club letterheads 24, 20, 16 
Carbon copies are made (or should be made) of all business correspondence 
Some offices require only one copy. Others need several. The following table 
shows the most practical weights of paper to use for these carbon copies in 
each case. 
Substance Weight 
Use (In order of preference) 
File carbons 16, 13 
One carbon copy 20, 16 
Two carbon copies 20, 16 
Three carbon copies 16 
Four carbon copies 13 
More than four 9 


Paper Grain 

All paper has a ‘grain’ or chief fiber direction. It comes from the process by 
which paper is made. In letterheads, the grain should be parallel to the direction 
of the writing, that is the 81/2” way. Here are the reasons: 

(1) In the typewriter. The sheets hug the platen better and provide a 
smoother, firmer surface for the type impression. There is less tendency for the 
sheet to slip, and there is less smudging when several carbon copies are made. 
Erasing is easier with the grain parallel to the platen. Then there is less chance 
of scuffing the surface of the paper, leaving a messy-looking spot where the 
correction is to be made. 

(2) In the mail room. It is easier and quicker to make smooth folds parallel 
with the grain. The job is neater, and envelope insertion is speeded. 

(3) In your files. Letterheads and carbon copies will have less tendency to 
buckle when the grain is the 81/2” way. It is hard to find letters which have 
sagged in the middle. Making sure the grain is right is one way to help pre- 
vent disorderly files. 

(4) In written messages. When messages and notes are written in long 
hand, moisture from the hand may be absorbed by the sheet on which it rests. 
If the grain runs the long way of the sheet, it will have a tendency to curl, but 
when it is parallel to the direction of the writing this annoyance is reduced. 

There is a front and back to every sheet of paper. You can use both sides, 
of course, but it's good practice to specify the letterhead printed on the top, or 


felt’ side. (The reverse side is called the ‘‘wire’ side. Both terms come from the 
manufacturing process.) 
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Since a good film commercial for 
television may range in price from a 
few hundred dollars to several thou- 
sand, it is not too profound an ob- 
servation that cost is an item the 
copywriter and the producer, be he 
one man or two, can never escape. 


The initial idea the writer hatches 
depends for its very life upon how 
much it is going to cost. Producers 
cannot make a move without first 
computing, then defending and living 
by, a blessed budget. With so much 
money at stake, the cost of the film 
is a mighty factor which influences 
every move of every person con- 
cerned with that commercial. 


After all, saving money is more 
than just a moral obligation. It is a 
sound rule of business. For every 
penny saved on needless luxuries 
within a commercial can be either 
money in the bank or money that can 
be applied toward additional time 
periods for more thorough coverage 
of the market. 


> Since writing and production are 
so closely allied in the creation of 
television commercials, we should 
keep this double job in mind as we 
consider a number of ways to keep 
costs down without impairing in any 
way the strength of the sales mes- 
sage. The suggestions which follow 
are in no way intended to represent 
entirely new ideas in cutting costs. 
Instead, they comprise what might 
be called a basic check list for any 
copywriter or producer to consider 
carefully at the outset of any film job. 


1. Stills. 

Now and then, on very low-budget 
commercials, a full minute consisting 
of nothing but stills—either photo- 
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hort Cuts in Cost 
In Creating TV Films 


By Arthur Bellaire, in charge of Commercial Radio & TV Copy 
Batten, Barton, Durstine & Osborn, Inc., New York 


graphs or artwork—is called for. Us- 
ing stills can cut costs considerably. 
It can also bore an audience to death. 
But why not accept the limitation 
and make a plus out of it? Stills can 
look anything but still when a cam- 
era is made to move in or out on 
them. This way one still can be held 
for as long as 10 to 12 seconds. Move- 
ment of the camera can simulate a 
dolly shot on an actual set. Conse- 
quently the action of the characters, 
scenery, or what have you, is hardly 
missed. Add to this some simple op- 
ticals and a good voice over the pic- 
tures and you have a well-paced 
spot for little money. 


2. Long piece of artwork. 

One of the best spots I ever saw 
consisted of one long piece of art- 
work. No sets. No live actors. As the 
off-screen announcer told a story of 
the good service a certain chain of 
hotels offered, the camera simply 
panned along simple line drawings 
on one long card illustrating the 
points mentioned—the man arriving 
at the hotel, the courteous hotel clerk, 
the clean, comfortable room, the 
tasty meals in the dining room, and, 
finally, an open-end with name and 
phone number of the local hotel. 





This artwork treatment offered just 
the right pace and helped tell the 
story simply, clearly and forcefully 
with a minimum of distractions. 


3. Full knowledge of animation. 

Many advertisers shy away from 
animation because of misconceptions 
as to cost. True, you can go broke 
trying to imitate Disney, but why 
reach to this extent when so much 
of the fine detail is bound to be lost 
anyway on a television screen? 

Animation is a subject every copy- 
writer and producer should get to 
know thoroughly. There are hun- 
dreds of varieties of animation—each 
with its own price tag, depending 
generally upon how many frames an 
artist must draw and the cameraman 
must shoot to attain the final film. 
Don’t be ashamed to try the simplest 
forms of animation. If you must have 
lip syne, and your pockets are not 
bulging with money, why not employ 
the lip syne only on the key lines, 
with simpler animation and voice 
over for the remainder of the spot? 
Nothing makes me cringe more than 
to see animated characters talking in 
lip syne throughout a one-minute 
spot when the audience doesn’t ap- 
preciate it anyway. 


TV copywriters and producers can't escape the 
demands of producing good commercials with a 
limited budget. Here BBD&O’s Arthur Bellaire 
presents a 12-point basic checklist for keeping 
costs to a minimum. 


4. Intersplicing. 


Let’s Suppose you set out to write 
and produce a series of six or even 
twelve commercials simultaneously. 
Doing a series on a given product 
naturally cuts down the unit cost of 
each film. 

We were faced with an extreme 
case recently: a full hour, once-a- 
week cowboy film program requiring 
three commercials of approximately 
a minute and a half each. We wanted 
enough spots in the can for thirteen 
shows without repetition. Any way 
we figured, this added up to 39 film 
spots. 

The type of commercial we in- 
tended doing would cost about 
$3,000 each, if produced separately. 
Multiply that by 39 and you get a 
ridiculous figure. Or call them $2,000 
each produced on a mass basis and 
you still get a ridiculous figure. No 
advertiser would or should pay it 

The answer was this: The writers 
and producers together worked out 
a system of inter-splicing so com- 
plicated that even the client could 
barely get the hang of it. It involved 
the repetition of certain key shots 
within various commercials. Yet no 
two commercials were alike and I 
am certain no viewer who saw them 

even once a week—ever realized 
there was any repetition whatsoever. 

The final total cost of these com- 
mercials, incidentally, was $24,000, 
or a unit cost per commercial of only 
about $600. 

You may never be faced with 39 
commercials in one project, but the 
same principle can apply to six or 
even two. Don’t hesitate to repeat a 
scene. Mixed with the remainder of 
the new shots and a new sound track, 
the repetition will not be noticed 
and will definitely save money. 
5. Film library. 

Never throw a piece of footage 
away. Never forget where you filed 
it. Many good pieces of footage can 
be lifted from an old commercial 


here and an old commercial there 
to save plenty of money in building 


new commercials. We have made 
more than one commercial entirely 
out of old footage, adding a new 
sound track to freshen it up. 

6. Stock footage. 

Stock footage is inexpensive and, 
used as inserts, can add interest to 
a commercial—factory scenes, long 
shots of crowds, sporting events, 
traffic scenes, etc. Two warnings: 
(a) stock footage, while plentiful, 
can also be elusive. You often find 
almost the shot you want but not 
quite and may spend days in fruit- 
less searching—an ordeal which can 
be more expensive than shooting the 
actual scene; (b) if there are peo- 
ple in the footage, be sure the com- 
pany supplying the film also supplies 
legal releases along with it. Nearly 
always, a person recognizing himself 
in a television commercial can sue 
you if you haven’t first secured his 
signed release. 


7. Industrial films. 

There is a chance the advertiser 
for whom you are creating a film 
commercial has some old film footage 
of his own gathering dust in the bot- 
tom drawer of a file cabinet. Institu- 
tional-type commercials especially 
lend themselves to factory shots, ex- 
teriors of buildings and other scenes 
that may have already been shot. 
It never hurts to ask. 


8. Rear screen projection. 

R. P., showing motion or slides, 
can save thousands of dollars on the 
construction of one background. 
However, as with animation, rear 
screen can be costly and involved 
if not fully understood and properly 
used. 


9. Simple construction of 
backgrounds. 

Unlike those in a Hollywood fea- 
ture, the background sets on tele- 
vision spots do not require minute 
detail. In fact, such detail can even 
be a distracting factor. Sometimes 
the simplest type of stylized back- 
drop does the trick better than the 
most expensive masterpiece. 


Hundreds of Ad Agencies rely on Filmack 
for TV Spots by Mail. With our 35 Years 
Experience , Huge Facilities, and Expert 
Craftsmen, we can produce all types of 
stop-motion, full animation and TV slides! 
... Send in your Storyboards for quotes. 
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Radio Survey 


The second phase of AR’s sur- 
vey of broadcasters will be pub- 
lished next month. It covers tran- 
scribed spot announcements and 
shows an amazing trend toward 
acceptance of tape recorded spots. 
The first phase of the survey was 
published in the March issue (‘‘How 


Many Words In a Minute,’’ page 
50). 


10. Outdoor shooting. 


You don’t have to be selling auto- 
mobiles to go outdoors to shoot your 
scenes. Imagination on the part of 
the writer may produce some good 
outdoor silent shooting, a compara- 
tively inexpensive operation, to tell 
an indoor story—the milkman de- 
livering the advertised milk, the kids 
playing a robust game of ball after 
eating the advertised breakfast food, 
the family in the car on their way 
to market. A great number of prod- 
ucts and services, when you come 
right down to it, can be sold with 
some out-of-door shooting. If you 
wish to add to the reality without 
sound shooting, dub in some traffic 
sounds or even some speech if the 
lips of the people are not too evident. 


11. Existing material from 
other media. 

You may sometimes find material 
right in your office that will offer a 
good short cut in cost. When a piece 
of art work of the product is called 
for, consult the art director who does 
the space ads. Often he can supply 
art work the advertiser has already 
paid for. With certain modifications, 
this art work may be just what 
you're looking for. 


12. Always keep the shorter 
length in mind. 

Here is a procedure which is now 
virtually automatic with creative 
people. If you are making one-min- 
ute commercials only, keep the 20- 
second and station I.D. length in 
mind, too. You may need them later 
and find the scenes already available 
from this one-minute footage. Some 
of the same scenes should be usable 
with a new track. 


> These, then, are just a dozen of 
the growing number of ways to cut 
costs in creating television film com- 
mercials. Knowing them and adding 
to them is a sacred duty of every 
creative person—especially in a me- 
dium so notorious for its high cost. 

And let those who complain about 
the price be doubly watchful that 
they are not guilty of wasting extra 
dollars on costly film commercials 
that fail to sell as well as the lower- 
cost versions. 
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You can make your exhibiting easier, cheaper and 
bring better results if you follow these... 


595 Ulcer Reducers 
for Exhibitors 


This month, and every month, sev- 
eral thousand firms will erect costly 
displays at conventions, expositions, 
fairs, trade shows and other events. 
And just like thousands of others, 
they will swear that “they'll never 
make the same mistakes again.” 

Most mistakes are the result of 
faulty planning and can often be 
avoided by simple precautions well 
known to “old timers” in the exhibit 
business. 

Here’s a list of 55 ulcer-reducers 
that can help make exhibiting easier 
and, if heeded, help produce better 
exhibits: 


1. Plan a three-way approach— 
pre-convention, convention and post- 
convention. Contact those you most 
want to see at your exhibit in ad- 
vance; make sure you see them 
during the busy convention; and 
wrap-up the deal with some kind of 
contact after the show, when your 
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prospects have had a chance to set- 
tle down from the fast pace. 


2. Decide what trade shows you are 
going to attend well in advance. When 
you do this your chances of getting 
good space are improved, as you can 
make your choice immediately when 
the floor plan is released. 


3. Determine well in advance just 
who will represent you at the show. 
If you wait until the last minute you'll 
probably want to make your decision 
on the basis of who is most readily 
available rather than those who can 
do the best job. 


4. Make an advance trip, if possible. 
You may be able to save more than 
the trip’s cost by arranging details 
in person. This will also give you an 
opportunity to do on-the-spot plan- 
ning and select just the right facilities 
for your exhibit. 


5. Make an advance check on all 
details of what is to be furnished by 
the convention committee or the ex- 
hibition hall people. Make sure that 
they will enough chairs, 
tables, electrical outlets, rugs, ete. 
You can usually arrange to get the 
necessary items even if they aren't 


provide 


part of the regular convention plan- 
if you arrange in advance. The day 
the convention opens may be too late. 


6. Go over the complete convention 
schedule carefully for possible “tie- 
ins” with the convention activities. 
Frequently an exhibit can fit in with 
the general theme of the convention 
or some particular feature of the 
programming. 





7. Check with other exhibitors to 
avoid unnecessary duplication. Fre- 
quently you can gain added support 
for your exhibit by working out some 
tie-in with allied exhibitors. 


8. Have your shipping department 
write your company name all over 
boxes and crates. Use big letters and 
distinctive colors if possible. This 
makes it easier to spot your ship- 
ment in case part of it should go 
astray temporarily after it arrives at 


the exhibit hall. This is particularly 
important if you are exhibiting in the 
larger shows. You might even con- 
sider painting your entire crates a 
distinctive color or put colored stripes 
around them. Don’t overlook your 
small boxes and packages. 


9. Make your hotel reservations 
well in advance, and make sure that 
they are confirmed. Make extra sure 
that you have enough accommoda- 
tions to go around. 


10. Consider reserving at least one 
extra room for business transactions. 
This room should be kept in shape at 
all times so that it can be instantly 
available. You can use it before maid 
service arrives and while others are 
sleeping, cleaning up, eating, etc. 
Frequently the exhibit floor is too 
noisy to talk “big business.” Another 
reason for additional rooms is that 
you may be receiving competitors 
who naturally don’t want to talk in 
front of each other. 


11. See that your display crates are 
shipped in plenty of time. It is better 
to pay a few dollars storage than to 
put up a sign in your space saying, 
“Due to circumstances beyond our 
control our booth did not arrive.” 
This has happened more times than 
exhibitors care to remember. 


12. Plan in advance what you'll do 
if things go wrong. Try to anticipate 
every possible rough spot and have 
an answer worked out in advance in 
case the problem arises. Most im- 
portant is to have an alternate plan 
for the possibility of your booth being 
late, lost, damaged or otherwise not 
available. Know just how you can ar- 
range locally for all of the materials 


necessary to construct a substitute 
exhibit in a real hurry. Know just 
where you can get the necessary lum- 
ber, art materials, art work, samples, 
models, etc. 


13. Make sure that you send along 
enough printed materials. Maintain- 
ing a separate checklist of such items 
as memos for writing down prospects’ 
names and sales literature needed 
for that particular show is a good 
idea. 


14. Don’t overlook “office” supplies 
—pencils, ink, paper, paper clips, ad- 
hesive tape, envelopes, stamps, sta- 
pler and staples, typewriter (if 
needed), etc. 


15. Plan movements of crates to 
avoid unnecessary shipment. It may 
be that the same displays are sched- 
uled to be used next at a point closer 
to the show that just closed than your 
home base. It may be cheaper to 
work out a deal with the freight for- 
warding people to store the material 
and then take advantage of the short 
haul. 


16. Make sure detailed packing in- 
structions are attached firmly to the 
lid of each crate. Each piece should be 
labeled, and a repacking diagram 
drawn in sufficient detail so that there 
is no question as to which piece goes 
where, which end goes in first, or 
which side goes up. This will often 
save many hours when repacking 
time comes. 


17. Recheck your exhibit to make 
sure that everything is up-to-date. 
This is particularly important if you 
are reusing last year’s exhibit. 


18. Give some thought to overall 
design of your crates and boxes. 
You'll probably want your shipping 
department to use screws instead of 
nails. In most cases it’s much faster 
to remove screws than to pull nails, 
and you don’t take the chance of 
splitting boards and ruining crates or 
boxes. Also consider hinges wherever 
possible. 


19. If you are exhibiting equip- 
ment that requires wiring or piping, 
have your factory do as much of it as 
possible prior to shipment. This will 
minimize the amount of work to be 
done by the exhibition hall workmen 
and will save both time and money. 


20. When you buy an exhibit, have 
the designer include two small “back 
rooms”—one to store the tool chest, 
literature and miscellaneous; the oth- 
er for hats and coats. 


21. Don’t forget coat hangers, 
hooks, etc. 


22. Consider the floors. Often the 
richness of a costly display is lost 
because the cement or plain wooden 
floor of the exhibition hall is distract- 
ing. Sometimes carpets are funished, 
but frequently they are not. One firm 
developed a special “carpet” made of 
rubber tile which could be reused 
frequently. It is easy to keep clean, 
even during bad weather. 


23. Check all details of the electri- 
cal situation in advance. Make sure 
that there are plenty of outlets, the 
right voltage, the proper kind of cur- 
rent, no overload problems, no legal 
restrictions on what you may be 
planning to use, etc. 


24. If it’s a wintertime show, have 
your wife pack a jacket, and a good 
heavy sweater ... also an extra 
“work” overcoat and hat. Some ex- 
hibition halls are not heated until 
the show opens. Take along galoshes 
or rubbers. You'll be glad you have 
them if your space is in an area with 


a cold cement floor. Also ask the little 
lady to pack some cold tablets, nose 
drops, cough drops, etc., so you'll be 
well prepared if you succeed in get- 
ting a cold in spite of everything. 


25. And don’t forget regular work 
clothes. A pair of coveralls can be 
a valuable “clothes-saver”. 


26. Check on local union regula- 
tions in advance. You may be able to 
save yourself lots of money and po- 
tential headaches by doing much of 
the exhibit construction work in 
your own shop. 


27. Check the limitations of the ex- 
hibition hall. Make sure your display 
materials will go through doors; be 
under weight limits of elevators and 
the exhibit hall floor. 
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28. If you'll need one, take your 
own step ladder with you. You'll find 
it almost impossible to rent, buy, bor- 
row or steal ladders at most shows... 


so you're better off bringing your 


own. They’re easy to ship. Just have 
your shipping department tie or band 
them together, and tag them for ship- 
ment. Crates aren’t necessary. Paint 
your ladder bright colors, and print 
your company name all over them. 
This makes retrieving much easier if 
other exhibitors find it necessary to 
“borrow” them. 


29. Allow an extra day or two for 
set-up and break-down of your ex- 
hibit before and after the show. If 
you're among the first to arrive at 
the exhibition hall, you'll find it’s 
much easier to get carpenters, elec- 
tricians, plumbers, machinery mov- 
ers, etc. Also, you'll be able to set-up 
your exhibit with daytime labor, and 
won't have to pay time-and-a-half 
or double-time for evening or week- 


end labor. 


30. A telephone at your exhibit is 
almost a must. Place your installa- 
tion order well in advance of the 


show. Specify actual installation not 
for the day the show opens, but 
rather for the day you arrive to 
start erecting your exhibit. It’s just 
as important to have the convenience 
of a phone during the actual show. 
Have your phone installed on a table 
or desk near the rear of your ex- 
hibit. Don’t install it in concealed 
closets or store rooms behind your 
exhibit. If you do, you won't be able 
to hear it ring over the noise of the 
show. 


31. Take cleaning equipment with 
you—two or three brooms, a vacuum 
cleaner, dust cloths, wax, glass clean- 
ers, etc. Most shows provide daily 
clean-up service; however, there are 
in-between times when you may find 
it necessary to hit the high spots. 


32. Be sure you have an inventory 
list that includes everything in your 
exhibit. Add items procured during 
the show. When you're packing, un- 
packing and checking up on things, 
the list will be invaluable. Be sure 
to note on it the disposition of every 
item from the time the exhibit is 
packed to go to the show until it is 
returned to your home base. 
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33. Plana publicity program in ad- 
vance. It isn’t enough just to send out 
a general release to your industry’s 
trade press telling them you’re going 
to be on hand at the show. Be pre- 
pared to follow through. Have special 
material ready and waiting for the 
reporters who'll be present at the 
show (not one firm in 100 uses this 
opportunity to get worthwhile pub- 
licity). If there is a convention news- 
paper, make sure you have material 
ready in advance for each issue. And 
be sure to follow through on all pub- 
licity leads after the show. 


34. If you'll want photos, arrange 
to have them taken early in the show. 


Convention photographers often get 
rushed as a show progresses and can't 
do the best possible job. Most shows 
have an “official” photographer, so, if 
you want to use another, it is well to 
check to see if rules permit. 


35. Plan schedules so that your 
representatives have time to take 
care of personal errands. The oppor- 
tunity for visits to relatives, purchase 
of toys for Junior and a gift for the 
little lady, or a quick trip to the old 
college frat house may improve the 
morale, but arrangements should be 
made so that they don’t conflict with 
convention hours. 


36. Use the experts! Too often an 
exhibitor feels the problems of his 
industry are so different from any 
other than only he knows how to 
prepare an effective exhibit. Anyone 
who has attended more than a dozen 
different trade shows knows only too 
well that there is a very obvious 
“sameness” about all of them. Listen 
to the exhibit builders, advertising 
specialty salesmen, artists, designers, 
printers and others who have worked 
on material for hundreds of different 
shows. Let them help you to a more 
effective exhibit. Chances are they 
can save you money, too. 

37. If you are going to hire host- 
esses or entertainers, be sure the 
theatrical agency doesn’t push off 
some tenth-rate talent on you. You'll 


be far ahead if you personally “audi- 
tion” all personnel. 


38. Don’t forget insurance. You 
may easily want floater or liability 
policies to protect against loss. 


39. Know the rules. Most shows 
have definite rules and regulations. 
You should determine your limita- 
tions under them well in advance. 


40. Before storing empty boxes and 
crates, put them back together. One 
or two screws will hold them. This 
will save time in the long run be- 
cause when your crates are returned 
after the show, you won't have to 
worry about lost skids, box lids, ete. 


41. Use crate identification cards 
provided by most shows. All you 
have to do is write in your company 
name, and the number of your ex- 
hibit space; then tack one or more 
cards on each box or crate. The use 
of these cards facilitates the return 
of your shipping containers after the 
show. 


42. A tool chest is another “must.” 
It should carry saws, hammers, screw 
drivers, nail-pullers, steel rules, 
flashlights, wire, rope, string, chalk, 
nails, screws, etc. Build your chest 
of extra heavy wood and it can serve 
as its own shipping container. After 
you've used a tool, put it back in the 
chest right away. If you don't, the 
odds are that you won’t see it again 
In any event, have each tool distinc- 
tively marked and if you loan any, 
put a note in the tool chest indicat- 
ing to whom it was loaned and when. 


43. Ask your exhibit builder to 
supply you with small cans of touch- 
up paint just in case any part of your 
exhibit gets scratched or dirty. Also, 
take along touch-up paint for your 
own equipment. And don’t forget 
paint brushes, and possibly a hand 
spray gun. 


44. Learn the names of the carpen- 
ters, electricians, plumbers, etc., who 
work on your booth. They're usually 
pretty okay guys, and it doesn’t do 
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LEARN HOW 
YOU CAN GET 


MORE SALES 


FROM YOUR 


EXHIBITS 


CLIP THIS AD TO YOUR 
LETTERHEAD AND MAIL TO 


96-26 43rd Ave.Corona 68, 
N.Y. ILlinois 7-2002 


GF esegners and Butlders of 
— DLisplays and Exhitils 


ILLUSTRATED ‘Handbook of Sell- 


ing in Three Dimensions.” 20 pages 
crammed with helpful information 
for your next trade show, conven- 


helped other firms solve exhibit prob- 
lems . . . and of how Ivel can help 
your firm get better exhibits. 


ILLUSTRATED STORY of amazing 
IVELPAK, the pre-fabricated, easy- 
to-use exhibit which you can buy or 
rent at an important saving. 


CS ene Se oe eet Ne eet cece oem nm NO em ce 
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Washington 


Coverage In 
Advertising Age 
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Washington Editor, does a bril- 


itol. Stanley E. 


liant job of reporting legislative 
proceedings and the decisions of 
special bodies, such as the Fed- 
eral Trade Commission, that are 
of great interest and importance 
to admen and AA’s 


Washington news alone is suffi- 


advertisers. 


cient reason for your subscription 
to “The National Newspaper of 
Marketing.” 


One full year of AA—52 issues 
—only $3.00——-SUBSCRIBE NOW 


Advertising Age 
200 E. Illinois St. * Chicago 11, Ill. 
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any harm to treat 
you send out for coffee and sand- 
wiches, include them in. And don’t 
overlook their advice! 


45. Have a fire extinguisher 


mounted at some convenient spot on 
your exhibit. 


them nicely. If 


46. Take extra lamp bulbs and 
tubes. Some burn out or get broken. 


47. Make sure you have enough 
seating space. You ll want enough to 
conduct your operations smoothly, 
but not so much as to encourage 
loafers. 


48. Keep a record of when your 
workmen arrive for work, and when 
they leave. It’s just good business. 


49. Eat regularly, and get enough 
sleep. If you drink, drink moderately. 
It's no fun to be sick or have a 
hangover when you're setting up an 
exhibit. 


50. Before or during the show, pre- 
pare return shipping tags. You'll 
have one less job to do after the show 
closes. 


51. Watch other exhibits and ex- 
hibitors for ideas you can use. 


52. Have each person who had 
anything to do with your exhibit 
make a detailed WRITTEN report 
after the show is over. These reports 
should include suggestions for mak- 
ing the job easier and the exhibit bet- 
ter the next time around. Go over 
these suggestions carefully before the 
next exhibit and chances are, you'll 
have eliminated half of your prob- 
lems in advance. 


53. Review OTHER shows. Don't 
just learn by what members of your 
industry are doing for more effective 
exhibits. Make arrangements to at- 
tend as wide a variety of shows as 
possible. The exhibit idea of a candy 
bar maker at a vending machine 
convention may be just the “ticket” 
for a truck manufacturer at an auto- 
motive show. 


54. After the show check with visi- 
tors for suggestions on a better ex- 
hibit. Check your guest register for 


names of important visitors who saw 
your exhibit and ask them to help 
you plan for next year. 


55. If your show closes on a Friday 
or Saturday night, wait until Monday 
morning to start the teardown. Most 
auditorium managers will not ob- 
ject to this unless another show is 
moving in right on the heels of yours. 
By waiting, you will avoid paying 
overtime rates for Saturday and 
Sunday labor. Another advantage: 
you can spend the weekend seeing 
the show city. 


While many suggestions in the 
above checklist may not be the spe- 
cific answer to your particular prob- 
lems, these ideas should help to pro- 
duce better exhibits for you—easier. 
Experienced exhibitors have found 
that plenty of advance planning pays 
off in the long run. 

[Do you have any suggestions to 
add to this list? If so, send them to 
the Editor, Advertising Require- 
ments, 200 East Illinois St., Chicago 
11, Ill.) 


NYC Company Executes 
Costumes for Exhibits 
Lois Kibler (New 


York) is a new company specializ- 
ing in designing and executing cos- 
tumes for advertisers’ uses on tele- 
vision, for point-of-sale purposes 
and at special promotional events 
such as trade shows and conventions. 

Miss Kibler decided to open the 
unique service after completing an 
assignment for Serval Slide Fastener 
Co. (New York). As a partner in 
Kibler-Smith, New York designers 
of women’s fashions, she was asked 
to execute a costume patterned after 
the Serval trademark. It was mod- 
eled at a trade show in New York. 

Several more costumes are now 
in production. The company is 
equipped to serve firms and agencies 
in the New York area only. 


Designs by 


Survey Exhibit Effects 


The management of the National 
Business Show sponsored a survey 
of audience reactions to attending the 
1952 exposition. The survey was done 
to discover whether or not the needs 
of the attendees and desires of ex- 
hibitors were being met. Interviews 
of 1021 visitors to the show were 
conducted by trained interviewers 
They showed that, as a whole, the 
show had met attendees’ needs suc- 
cessfully. General conclusions in- 
dicated that a carefully planned and 
managed exposition can be a power- 
ful promotional device. 
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Library of Congress 


How to Get 


Government 
Photos 


By Stanley E. Cohen 
AR Washington Editor 


February’s ADVERTISING REQUIRE- 
MENTS told how advertisers can tap 
the hundreds of thousands of dra- 
matic pictures which are available 
in the bulging files of the armed 
services. 

But that is only a part of the treas- 
ure which is open, at nominal cost, 
to those who take the trouble to 
investigate the vast picture collec- 
toins which have been accumulated 
by government agencies. 

Almost every agency of govern- 
ment systematically acquires pictures 
recording the progress of its pro- 
grams. Some agencies make no ef- 
fort to file these in convenient form 
for the public. But many of the 
larger agencies operate profession- 
ally staffed picture libraries, in rec- 
ognition of the fact that the dissemi- 
nation of photos serves a useful pub- 
lic purpose. 


Forest Service 


>These individual government 
agencies are likely to have exactly 
what a layout requires, if the speci- 
fications call for a photo of contem- 
porary American life. 

But that is only the beginning. 

Besides the voluminous libraries 
of current photos maintained by doz- 
ens of bureaus and agencies, the 


government has tremendous picture 
collections under the care of the 
Library of Congress and the National 
Archives. 

As picture sources, the Library of 
Congress and the National Archives 
are truly in a class by themselves. 
Neither can say with precision how 
many pictures it has in its files. 
Library staff members believe they 
have about 7,000,000 subjects—which 


For Your Ads 


‘hey proclaim as the world’s largest 
collection. Archives also measures 
its collection in the millions. 

Some of the historic and artistic 
works in the Library of Congress 
have been acquired from private 
sources and may still be under copy- 
right restrictions. But the over- 
whelming proportion of the Library’s 
pictures, and the pictures which are 
available other government 
sources are in the public domain. 


from 


>Where an individual is involved, 
the advertiser must obtain the cus- 
tomary releases himself. Otherwise, 
government pictures are generally 
available for use in ads, provided the 
government is assured that the lay- 
out will not mar the dignity of the 
government, or imply government 
endorsement of a particular com- 
pany or product 

The military departments require 
that advertising layouts go across a 
clearance desk. Many of the civilian 
agencies impose a similar restriction 


There are millions of good photos in government files. AR’s 
Washington editor tells what is available and how to get it 
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{orrset USERS | 
NO TYPE USED 
IN THIS AD! 


inyone in your office can set perfect head- 
uly text, with Fototype Easy, fast, pro- 

type costs Dy as muc h as 90% 

ans. ads, direct mail catalogs, 

terheads' Clean Sharp hat 

stk screen reproduction 


Over 25 sizes. Get tree catalog today' 


BR eengmeees oe 
. S > 
T AY 
- 0 0 = 
1413 ROSCOE STREET WS 
CHICAGO 13 


“BEST ART on the 
market,” users say 


3000 New Dray ings—160 page Handbook for you 
/Ssed by HUNDREDS of top agencies 


/ THEY SAY: “Best in the business, 
It's a gold mine,"” “Ourtstandingly 
uperior, Best we've ever seen, 


He ad and shoulders above competitors,” 
Immense help in our advertising, 
Best service on the market 


NO SUBSCRIPTION pay only $2 
each as usec 
EXCLUSIVE to Listed Agencies and 
(, “National” (vs. retail) ad Mgrs. 
FREE BROCHURE Write Today! 


Our 23rd Year if Advertising Art) 


STIVERS STUDIO box 3684, San Francisco 5 


“Ad-Man’'s 
BIBLE” 


You'll swear by it! 
HOW TO USE PHOTOSTATS 


By people who pioneered dozens of 
graphic arts applications for 


© PRESENTATIONS © LETTERING 
© COPY PREP © DISPLAY 
© LAYOUTS © CUTS 
Write today! It's Free Book P-453 
RAPID COPY SERVICE, INC. 
123 N. Wacker Dr. 
CHICAGO 6, ILLINOIS 


P.S.—Mr. Garrott will tell you 
about our Special Service 
OUT-OF-TOWNER’S DEPT. 


of Agriculture 


Some civilian agencies are content to 
indicate the ground rules—and take 
the advertiser at his word. 

An AR survey of government pic- 
ture sources revealed that the spe- 
cialized bureaus of the Dept. of Agri- 
culture and the Dept. of Interior are 
particularly rich picture’ sources. 
Each of these bureaus, responsible 
for the promotion of some specialized 
phase of recreation, or farm life, o1 
industry, controls splendid files of 
artfully composed pictures, on file in 
Washington and sometimes at con- 
venient regional locations. Veterans 
Administration reported that its 
Presentation Unit in Washington is 
equipped to provide prints of a sub- 
stantial variety of usable pictures. 


>Not all government agencies are 
sympathetic to advertisers. Some, 
like Interior Department’s Bureau 
of Mines, say frankly that they do 
not encourage the use of their pic- 
tures in commercial ads. Others say 
they lack the personnel to handle 
requests of this kind. And a few 
enforce outright embargos on the use 
of their photos in ads. 

Curiously, of the agencies which 
have desirable pictures, the Depart- 
ment of Commerce—which prides it- 
self on being “the business man’s 
friend in government’”—is among the 
more prominent enforcing an out- 
right ban on the use of its pictures 
in advertising. Some of its bureaus 
—such as Civil Aeronautics Admin- 
istration and Weather Bureau—have 
highly useful picture files. But the 
Department’s lawyers have ruled 
that commercial use of Commerce 
pictures “would not be in the public 
interest.” 


>What kind of pictures does the 
government have? The answer is as 
broad as the question. Except for 
the Library of Congress, the govern- 
ment collections are primarily pic- 
tures which accumulate as a result 
of the work of the agency. Name an 
agency, find out what it does, and 
you will have little trouble sensing 
the kind of pictures it will have. In 
the Agriculture Dept. the pictures 
deal with every aspect of farm life, 


Four Clip Becks of “To-Use Art—hundreds 
of art proofs—absolutely FREE if you'll just 
examine our new monthly art service. Saves 
time and money, sparks layout and copy 
ideas. Merely clip ond paste up fer offset er 
line cuts. The $10 kit of spot art given FREE 
as an introductory gift—request yours an com- 
pany letterhead. We'll include the current 
issue of our new art service (only $4.95 a 


month) on 10-day ee No obligation 
Send no money. Write today 


HARRY VOLK JR. ART STUDIO 
800 Central Bidg., Atlantic City, N. J. 


WRITE FOR 
PRICE LIST 
QUANTITY 
Quality Prints 
An example of our 

low prices 
8x10 Prints 


1M $65.00 
500 $37.50 
100 $8.50 


Send for price list today 


MAJOR PHOTO CO. 
1210 N. Clark St., Dept. A, Chicago 10, Ill. 
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Soil Conservation Service 


of farm crops, crop research, farm 
marketing and land use. Dept. of 
Interior’s pictures record the riches 
and beauty of natural resources 
which are controlled by the depart- 
ment; the technical work of the Bu- 
reau of Mines; the sweep of reclama- 
tion; the lure of fish and wild life. 

Individual bureaus and depart- 
ments are generally limited to “cur- 
rent” pictures—pictures which show 
life and industry as it is, or has been 
in the very recent past. Often the 
files are in great detail. A New 
England farm in winter. A particu- 
lar species of fish. “Old Faithful” in 
eruption. The use of electric weld- 
ing equipment on a farm. 

Other pictures have majestic scope. 
Soil Conservation Service’s shot of 
rolling hillsides of rich, contour-ter- 
raced farmland. Forest Service shots 
of snow-clad firs in California. Agri- 
culture Department photos of Texas 
wheat fields. Close-ups of miracu- 
lous new wheat varieties. 


> Library of Congress and National 
Archives collections are more his- 
torical in flavor. Want Brady’s won- 
derful portrait of Lincoln? A Currier 
and Ives print? A Mississippi flood- 
scene? Some pot-helmeted police 
officers? A 1900 bathing beach 
scene? All these are available from 
the Library files. 

Because the Library is geared to 
serve, it is amazingly easy to pick a 
useful print from its vast collection. 
Its Prints and Photographs Division 
has checklists of the most important 
groups of pictures, which may be 
obtained by mail, or inspected at 
most local libraries. At the Library 
building here, the files, jackets, card 
catalogs and microfilms are readily 
available and easily understood. 
Prints are provided at nominal cost 
by the Library’s Photoduplicating 
Service. 

Here’s a run-down on some of the 
major Library of Congress offerings: 
¢ Historical Reserve: Lithographs, 
engravings, wood engravings, repro- 
ductions of paintings and photo- 
graphs, of life in America from the 
17th through the 19th centuries. 
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Rural Electrification Administration 


Historical events, Presidents’ por- 
traits, early political cartoons, views 
of cities and monuments, industry, 
transportation, daily activities, etc. 
The Checklist, “Pictorial America,” 
is on file at larger libraries. Photo- 
stat of Checklist available from Pho- 
toduplicating Service, Library of 
Congress, $3.75; or microfilm of sub- 
ject cards for a greatly enlarged 
edition, $5.85. 


¢ Historic American Buildings Sur- 
vey: Measured drawings and photo- 
graphs (including negatives) of early 
American homes, churches, schools, 
public buildings, etc., erected before 
1870. 1941 catalog out of print but 
available at many libraries. 


¢ Civil War Photographs by Mathew 
Brady and others. Portraits, forts, 
camps, war activities, etc. 


¢ Detroit Photographic Co. collec- 
tion: About 30,000 photos of cities, 
buildings, life in the United States 
about 1890-1910. Includes Navy 
ships of the period. Many original 
glass negatives. 


e Farm Security Administration and 
Office of War Information Photos: 
Famous as an outstanding collection 
showing people, housing, agriculture, 
industry, migrant labor, war produc- 
tion, 1934-45. Typical subjects: Mis- 
sissippi River Flood. Tobacco auc- 
tioneer in action. Street scene in 
small Pennsylvania town. 


* Geographic files: Photos of cities 
and _ buildings, alphabetically by 
country, about 1900-1920. 


* General Collection: Groups of mis- 
cellaneous pictures, catalogued as 
units by subject, place, period, per- 
son, photographer or artist, not lim- 
ited to U. S. Checklist for this col- 
lection on file at many libraries. 
(Many of the current photos in this 
group are still under copyright.) 


¢ Fine Print Collection: Original 
etchings, engravings, lithographs and 
other prints by artists of all periods 
and nationalities. 

Library of Congress photos cover 
the whole period of U. S. history. 


Small Quantity, Full Color Prints 
in Days — Instead of Weeks 


Tom Noble can provide you with 
brilliant full-color photographic du- 
plicate prints for Salesmen’s Presen- 
tations .. any size to 20” x 24”... One 
print or 15,000 from your artwork or 
color transparencies. Used by over 
360 accounts in seven years. Write 
for sample and low-cost price list. 
THOMAS B. NOBLE ASSOCIATES, 
270 Park Ave., New York City 17. 
Phone: MU—8-0091. 

RABBIT — RAINBOW — PEACOCK COLOR PRINTS 


Charter member National Visual Presentation Ass'n 


fe We continue to be 
Famazed at the fine 
workmanship in your 
wood engravings.” 
Robert S. Farrington 
BATTEN, BARTON, 
: DURSTINE & OSBORNE 
YPICAL of thousands we make each 
year for agencies and manufacturers 
everywhere. They show all the detail, all 
the shading. These pure black and pure 
white illustrations will print clearly on 
any kind of paper by any process. Elec- 
tros can be made directly from the wood 
block. Proofs can be enlarged or re- 
duced. Santones can be made directly 
from merchandise or any clear copy. 
Pee2 cece se8e8e88ee8 2808888888 


8 Send us this ad clipped to your letter- 


head to receive free our new 60 page 
portfolio of engravings on wood. 


SANDER ENGRAVING CO., Inc. 
537 S. DEARBORN ST., CHICAGO 5, HA 7-2082 
THE WORLD'S LARGEST MAKERS 
OF ENGRAVINGS ON WOOD 
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Where the Library falls short, how- 
ever, there is still the National 


Archives 


>In so many words, Archives is the 


custodian of pictures which were 


once the “current” collections of 
government agencies. It is primarily 
a service agency for the government. 
However, its highly trained staff is 
prepared to help anyone who has a 
serious request which might be filled 
from the files under their care. 
Archives collections are confined 
exclusively to pictures which are 
related to the activities of the gov- 
ernment. Archives and Library of 
Congress both have Brady Civil War 
photos. Archives, however, has only 
the Bradys which were made under 
with the Signal Corps: 
Library has additional Bradys, which 
were made under private contracts. 
Library and 


contract 


each have 
photos of historic Navy craft. Ar- 
chives photos, however, are often 


Archives 


the photos of record which Navy 
made to document the ship’s history, 
or report the progress of renovations. 

Despite their official nature, the 
Archives photos are no less dramatic. 
Archives has pictures of presidents, 
congressmen and diplomats of days 
gone by. Its Navy files include an 
arresting picture of Navy’s first sub- 
marine. It has famous collections of 
early aircraft. A complete file of 
Greeley’s expedition to the North 
Pole. 

Archives is not particularly well 
equipped for personal visits, but will 
arrange for personal inspection of 
sample prints by appointment. It 
prefers requests by mail. Requests 
should be specific and at least two 
weeks should be allowed for proc- 
essing. 


Offer New Microfilm 
Enlargement Service 


Remington Rand (New York) has 
released a new four-page folder, 
Continuous Microfilm Enlargement 
Service, which describes how to get 
extra copies of original records and 
thereby get greater use from micro- 
filmed materials. 

Anything from check to legal-size 
documents on either 16 or 35 mm 
microfilm can be restored to paper 
by Remington’s enlargement service. 
A variety of sizes can be obtained 
from microfilm images — maximum 
paper width is 14”. 

Photographs in the folder illustrate 
various steps in the enlargement 
process. 
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Six INS Services 
Described in Manual 


More than two-million photo- 
graphs have been collected into a 
library of stock photos by Inter- 
national News Photos (New York). 
By Speedphoto machine, they trans- 
mit photographs in 12 minutes any- 
where in the world. 

These services are two of six de- 
scribed by INP and the older organi- 
zation, International News Service, 
ina new 16-page manual distributed 
to the advertising profession. The 
six services are: stock-shots, assign- 
ment photography, Speedphoto serv- 
ice, TV films, servicing press lists and 
confidential fact reporting. 

Two pages in the booklet are de- 
voted to illustrating and explaining 
each of the six services. Thirty ex- 
amples of INP’s photography are in- 
cluded. 


GET YOUR ART & PHOTO BUYERS GUIDE 


Just out.. 


. the SECOND ANNUAL ART & PHOTO BUYERS 


GUIDE to help you find the man or organization to handle your 
job — artists, illustrators, letterers, retouchers, photographers, 
art and photo studios, photo reproduction services — over 1200 
listings classified by 191 different services. 


FREE with your subscription 


News, the monthly magazine of advertising and editorial art and 


$2.00 for a year’s subscription (12 issues) to ART DIRECTOR & 
STUDIO NEWS to start with the February Guide issue. Guide 


issue alone — $1.00. 


ART DIRECTOR & STUDIO NEWS 
Dept. AR1, 43 E. 49th Street, New York 17,N.Y. 
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Field to Fabric Sequence ... A collec- 
tion of 26 photographs covering in sequence 
cotton growing, processing and manufacture 
into textiles, available from National Cotton 
Council, is shown in a booklet distributed by 
the Council. The photographs are available 
free to editors and advertisers. (See “How 


to Promote A Week,’ page 11) 
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Peerless Offers Chart 


A 9” x 12” wall chart listing docu- 
ments which, under federal law, 
can’t be reproduced photographical- 
ly has been prepared for distribu- 
tion by Peerless Photo Products, Inc. 
(Shoreham, L.I., N.Y.). Among the 
items listed as illegal to copy are 
obligations, paper currency and se- 
curities of the U. S. government, 
various types of certificates, coupons, 
notes, checks or drafts for money 
and stamps. 

The chart also includes various 
types of licenses, registrations, titles 
(in certain states), draft cards and 
copyrighted material (without per- 
mission of copyright owners). 
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Show Ad Cartoon Uses 


Cartoons play an important role 
in advertising, as Cartoonist Sid Hix 
pointed out in a special feature in 
the March ApverTIsING REQUIRE- 
MENTS. To further prove his point, 
Mr. Hix has produced a well illus- 
trated, 16-page booklet, Get An Eye- 
ful. 

The booklet shows over 70 car- 
toons designed for advertising. 
Many ideas for applications of car- 
toons are also shown. 


r your 


Readers 
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401/Circle on Readers’ Service card 


This is no Ordinary Price List 
. . . helpful paper catalog containing pa- 
per listings and prices. (Page 63) 


402/Circle on Readers’ Service card 


Kimberly-Clark Reference Catalog 
. . reference catalog containing detailed 
information on papers. (Page 66) 


403/Circle on Readers’ Service card 


Space Klips 
. eight-page booklet describing use of 
metal clips for display purposes. 
(Page 23) 


404/Circle on Readers’ Service card 


Kasson Vibramotor 
- - . details of General Die & Stamping 
Co.'s small electric impulse motor. 


(Page 28) 


405/Circle on Readers’ Service card 


Presentation booklet 
. « » covers for presentations described in 
attractive booklet by Belford Co. 

(Page 36) 


406/Circle on Readers’ Service card 


Ink Research 

. - - brochure describing National Printing 
Ink Research Institute activities and or- 
ganization. (Page 36) 


407 /Circle on Readers’ Service card 


Get More and Better Use of Color 
. .. handy kit of colored charts featuring 
“Screen A Color Analyzer.” (Page 38) 


408 /Circle on Readers’ Service card 


What the Lithographic Technical Founda- 
tion Has Done 
. . . folder of practical information about 


LTF. (Page 38) 


409/ Circle on Readers’ Service card 


Landmarks in Lights 
. . colorful sign ideas offered in interest- 
ing 10-page booklet. (Page 43) 


410/Circle on Readers’ Service card 


Sales Blazers 

. . « illustrated folder of plastic signs, 
celluloid buttons and badges and their 
uses. (Page 55) 


411/Circle on Readers’ Service card 


What Businessmen Want in Wall Cal- 
endars 

. .. independent survey of businessman’s 
preference in all calendars summed up 
in eight page booklet. (Page 55) 
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412/Circle on Readers’ Service card 


Refinement with a Bang 

. - - helpful portfolio showing use of new 

type faces from Typefoundry Amsterdam. 
(Page 60) 


413/Circle on Readers’ Service card 
Fototype catalog 53 

. »- catalog showing over 150 varieties of 
“cold type” and uses for Fototype. 

(page 61) 
414/Circle on Readers’ Service card 
Typographic Planning for Typewriter Com- 
position 
. . . 24 page booklet designed to help ad- 
men and layout artists transform printing 
requirements to IBM's electric typewriter 
specifications. (Page 61) 
415 /Circle on Readers’ Service card 
A New Concept in Process Lettering 


. Neo-Process Lettering described in 
two color broadside. (Page 61) 


Readers’ Service Dept. 
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Please send me the following: 


401 402 403 404 405 
407 408 409 410 411 
413 414 415 416 417 
419 420 421 422 423 
425 426 427 428 429 
431 432 433 434 435 
437 


BUSINESS REPLY CARD 
First Class Permit Ho. 95, Sec. 510, P. L. & B.. Chicago, IIL 


Readers’ Service Dept. 
ADVERTISING REQUIREMENTS 
200 East Illinois St., 


Chicago 11, Ill. 


416/Circle on Readers’ Service card 


Diamantypes 
. .. plastic bound booklet illustrating over 
530 different type faces. (Page 61) 


417/Circle on Readers’ Service card 


Readership Cook Book 
. . . illustrated booklet of ingredients for 
a good ad. (Page 62) 


418/Circle on Readers’ Service card 


Craf-Type Pattern Chart 
. . . 4-page folder showing 150 display 
type faces and sizes. (Page 62) 


419/Circle on Readers’ Service card 


Bauer Topic Medium and Bold 
. illustrated folder of type designs by 
Paul Renner. (Page 62) 


420/Circle on Readers’ Service card 


Foreign Language Types 

. samples of type lines set in variety 
of foreign languages offered in four page 
folder. (Page 62) 


® Please print or type information below 


PRODUCTS SOLD 


ADDRESS 


CITY & ZONE 


*Note inquiries for items listed 
not serviced beyond July 15, 1953 
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421/Circle on Readers’ Service card 


Continuous Microfilm Enlargement Service 
. .. Remington Rand folder describes how 
to get greater use from microfilmed mate- 
rials. (Page 78) 


422/Circle on Readers’ Service card 


First with the Best in Photos and Facts 

... 16-page manual telling of International 
News Photo’s speedphoto and stock photo 
service. (Page 78) 


423/Circle on Readers’ Service card 


Cotton Panorama 

. collection of camera studies on the 
growing and processing of cotton and the 
manufacturing of cotton textiles. (Page 78) 


424/Circle on Readers’ Service card 


What Not To Copy 
- « - handy wall chart listing subjects 
illegal to photocopy. (Page 78) 





Postage 


Will be Paid 


by 
Addressee 


BUSINESS REPLY CARD 
First Class Permit No, 85, Sec. 510, P. L. & B., Chicago, IL 


Readers’ Service Dept. 


ADVERTISING REQUIREMENTS 


200 East Illinois St., 
Chicago 11, Ill. 


Readers’ Service Dept. 
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Please send me the following: 


406 
409 410 411 412 
414 415 416 417 418 
421 422 423 424 
429 430 
435 436 











425 /Circle on Readers’ Service card 


Get an Eyeful 
. . . 16 page booklet containing over 70 
cartoons for advertising purposes. 


(Page 78) 


426/Circle on Readers’ Service card 


Brands you Know 
. information on Western Empire’s 
group couponing. (Page 81) 


427 /Circle on Readers’ Service card 


Polk Catalog 80 
. . » catalog of mailing lists and prices. 
(Page 81) 


428/Circle on Readers’ Service card 


Packaging Conference and Exposition 

. .. colorful folder gives details on AMA's 
exposition and explains how to arrange 
hotel accommodations and arrangements. 


(Page 84) 
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® Please print or type information below 


CITY & ZONE 


*Note inquiries for items listed 
not serviced beyond July 15, 1953 





428 /Circle on Readers’ Service card 
Are You Trying To Sell Without a Win- 
dow? 


. . « Q@ttractive brochure describing uses 
for Lamcote packages. (Page 84) 


430/Circle on Readers’ Service card 


How To Pack It 

. » » packaging portfolio describes styles 

and types of standard corrugated boxes. 
(Page 84) 


431/Circle on Readers’ Service card 


Package in Plastics 
. . - informative booklet on four ways to 
package in plastics. (Page 84) 


432/Circle on Readers’ Service card 


Bemis ... Plus Quantacolor 
. . « handy booklet explaining quanta- 
color for better package colors. (Page 84) 


433/Circle on Readers’ Service card 


Perfect Pair 
. . - details of combination news picture 
and advertising service. (Page 26) 


434/Circle on Readers’ Service card 


Autographs and Numbergraphs 
... samples of metal identification plates 
offered by Metalcraft Inc. (Page 29) 


435/Circle on Readers’ Service card 


1952 Putman Awards 
... briefs of successful industrial advertis- 
ing campaigns in 1952. (Page 20) 


436 /Circle on Readers’ Service card 


The Putman Awards Contest... 1953 
. . . 2l-page booklet describing Putman 
award contest for 1953. (Page 20) 


437/Circle on Readers’ Service card 


Velva-Glo “40” 
... Samples of colorful fluorescent papers. 
(Page 67) 


438/Circle on Readers’ Service card 


A File of Helpful Hints 

- . « portfolio of ideas and tricks of the 

trade designed for offset press owners. 
(Page 67) 











How To Build A 





Mailing List 


The basic success factor of any direct mail 
campaign is the mailing list. AR presents 
a checklist of sources from which you can 










The other day AR’s editors sat 
down with one of the country’s lead- 
ing experts on direct mail. “What,” 
we asked him, “is the most import- 
ant factor in a successful direct mail 
campaign?” 

He didn’t pause a moment. “There 
are, of course, many important fac- 
tors,’ he replied, “but none of them 
is worth a hoot if you don’t have 
the right mailing list.” 

There was nothing new or startling 
in his answer, but after hearing hun- 
dreds of discussions about whether 
an orange or blue reply card is best: 
if a campaign is a sure failure with- 
out a personalized letter; if a letter 
should be sent in January or July 
for best results, and a score of other 
questions, it was refreshing to hear 
the prime essential of direct mail 
campaigns emphasized. 

It is true that the mailing list is 
only one factor in a successful cam- 
paign, but it should be the first con- 
sideration. There are many ways 
to build an effective mailing list. 
There are at lest 26 sources from 
which you can build a workable list. 
These include: 


1. TRADE DIRECTORIES... Prac- 
tically every industry has a directory 
published either by trade associa- 
tions or business publications repre- 
senting the field. These usually can 
be purchased for a few dollars. 
Sources of these lists are contained 
in the Directory of Mailing List 
Sources, published by Dartnell Corp. 
(Chicago) and Guide to American 
Business Directories, published by 
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Public Affairs Press (Washington). 
2. MEMBERSHIP LISTS... . Cham- 


bers of Commerce; technical and 
professional societies; fraternal, reli- 
gious and labor organizations; trade 
associations; college alumni associa- 
tions, etc. have printed membership 
lists. The National Academy of Sci- 
ences (Washington) has a Hand- 
book of Scientific and Technical 
Societies and Institutions of the 
United States and Canada. 


3. COMPILED LISTS .. . County 
clerks, justices of the peace and 
other local government sources fre- 
quently compile lists from tax rec- 
ords, registration lists, birth names, 
marriage licenses, hunting and fish- 
ing licenses, boat registrations, 
building records and other sources. 


4. FEDERAL GOV’T SOURCES ... 
Many directories are available from 
the federal government. One of the 
best sources is the Department of 
Commerce’s Market Research 
Sources ($2.25). The Government 
Printing Office has a list entitled 
Directories and Lists of Persons and 
Organizations, which contains at 
least 30 good sources for mailing lists. 
It is available free from the Super- 
intendent of Documents, Washing- 
ton 25, BD. C. 


5. TELEPHONE DIRECTORIES ... 
You can purchase telephone direc- 
tories for any city in the country 
through your local telephone com- 
pany. In some cities “criss-cross” 
directories that list families by street 
or phone number are available. 


build a workable list. 





6. COMMUNITY DIRECTORIES 
, Many towns and cities have 
printed directories listing all resi- 
dents and/or businesses. These are 


frequently available through the 
local chamber of commerce or civic 
groups. 


7. STATE DIRECTORIES... . Many 
state departments of commerce issue 
directories of manufacturers. Fre- 
quently these give very complete 
information, including key officials 
of all industrial firms within the 
state. 


The Public Library of Newark, N. 
J. has compiled a helpful list of 
state industrial directories. Copies 
of the list, containing details con- 
cerning industrial directories for 45 
states, are available from Marian C. 
Manley, business librarian, for 25¢. 
The address is 24 Commerce St., 
Newark. 


8. SOCIAL REGISTERS .. . Society 
leaders in many cities publish regis- 
ters listing prominent people. 


9. WHO’S WHO ...... There are 
geographical, professional, religious, 
scientific, educational and _ other 
similar “Who’s Who” listings pub- 
lished regularly. 


10. CREDIT RATING BOOKS... 
Such reference books as Dun & 
Bradstreet’s, Lumberman’s Credit 
Assn., ete., are excellent sources for 
names. Street addresses are not 
given. You will have to check a 
telephone or 


community directory 
or other source for addresses. 





Sell Your Product Thru 


DIRECT SELLING 
MAIL ORDER 


ADVERTISING 


We Show You How 


Publishers’ rates all publications 


MARTIN 


ADVERTISING AGENCY 


Direct selling meil order ad specialists—29th year 


15 E. 40th St., Dept. 29, New York, LE 2-4751 


“Just ask | 
for Marie” 


For quick pick-up of your copy, ac- 
curate work, and prompt handling. 
We specialize in the following: 


MIMEOGRAPHING 
* Multigraphing * Planographing 
* Addressograph * Addressing 


The Letter Shop 


431 S. Dearborn St. + Chicago, Ill. 
Phone WAbash 2-8655 


CONSTRUCTIVE LIST SERVICE 
Let us help solve your mailing list problems. 
Mail Order Lists in all groups. 


We are prepared to provide custom-re- 
searched lists meeting exact market require- 
ments 


WALTER DREY, INC. 


Mailing List Consultants 


257 - 4th Ave., New York 10, N. Y., OR. 4-7061 
333 N. Michigan Av., Chicago 1, Ill., Fl. 6-4180 
157 Federal St., Boston 10, Mass., HA. 6-709! 
Member: DMAA, NCMLB, ATCMU 
Write for free Bulletin of Monthly List Information 


When you 
need 


RECENT 
BIRTH 
LISTS 


Remember 


WM. F. RUPERT 


Compiler of NATIONAL 
BIRTH LISTS EXCLUSIVELY 
for over 55 years 
90 Fifth Ave., New York 11 
OR 5-3523 


— Suppliers 


are invited — 


to keep the editors of Adver- 
tising Requirements advised 
at all times of new develop- 
ments, new products, new 
processes, and new ideas of all 
kinds which might be of inter- 
est and value to our readers. 


11. CUSTOMER LISTS .. . Your 
own salesmen can be of great assist- 
ance in correcting lists or adding 
new prospects. Ledger accounts, 
sales slips, and order blanks are 
profitable sources. 


12. FRIENDS’ NAMES... By 
providing a form or space on your 
order blanks, customers will furnish 
names of their friends and acquaint- 
ances who may be interested in your 
product. These names are unusually 
responsive. 


13. HORIZONTAL DIRECTORIES 
Publications such as Thomas’ 
Register, Standard Advertising Reg- 
ister, McKittrick’s, and Poor’s Reg- 
ister, list thousands of business 
organizations and individuals, qual- 
ified by advertising volume, business 
affiliation or other classifications. 


14. PUBLISHERS’ LISTS ... Many 
business paper publishers have ex- 
cellent mailing lists available for 
rental. 


15. CONVENTIONS & EXHIBITS 
Admission tickets with stubs 
provided for names and addresses, 
guest books at booths, guessing con- 
tests and registration lists offer good 
sources of names. 


16. CONTESTS & PREMIUMS... 
Responses to national or local con- 
tests and premium offers provide 
extensive lists. Premium responses, 
where a cash payment of some kind 
is required, usually provide the most 
responsive of these lists. 


17. PRESS CLIPPINGS... Al- 
though a somewhat tedious process, 
names culled from press clippings 
concerning engagements, marriages, 
births, death notices, business 
changes, new corporations, removals, 
fires, etc. can be used. Press clipping 
bureaus can select the material for 
you on a continuing basis. 


18. DIRECT APPEALS .. . Re- 
sponses to an offer in media adver- 
tising will give you a list of persons 
really interested in your products 
or services. 


19. CLASSIFIED ADVERTISING 
... With this type of ad you can 
usually secure good inquiry names 
at a low cost. 


20. SCHOOL LISTS Many 
colleges, universities and other 
schools will provide both lists of 
students and alumni. Alumni direc- 
tories are frequently classified as to 
sex, age level, academic interest 
and occupation. At graduation time 
most schools have ready lists of all 
graduates, with home address and 
frequently parents’ names. 


21. MILITARY LISTS .. . Although 
frequent movement of military per- 
sonnel makes any military list 
quickly loose its value, these lists 
are sometimes available from various 
military sources such as unit rosters, 
phone directories, shipboard rosters 
of returning veterans, discharge lists, 
etc. Frequently, however, these lists 
are only available to non-commer- 
cial interests. Military publications 
generally have the most up-to-date 
lists. 


22. CULTURAL INTERESTS ... 
Purchasers of theater tickets; pa- 
trons of galleries and museums; spe- 
cial book buyers; subscribers to 
literary and other cultural maga- 
zines; purchasers of records, music 
and musical instruments provide 
lists indicating a definite cultural 
interest. 


23. CONTRIBUTORS ... Many 
organizations have lists of those 
who have contributed to charitable 
causes, both individuals and organi- 
zations. 


24. RELIGION Ministers, 
priests and rabbis’ names and ad- 
dresses are frequently available 
through religious directories. 


25. RETAILERS ... Lists of var- 
ious types of retailers are frequently 
available through business publica- 
tions and associations which serve 
a particular field. Many special di- 
rectories of this nature are published 
regularly. 


26. CORRESPONDENCE FILES 
.. . Your own correspondence files 
may contain a good list—particularly 
for “test” mailings. Because of ad- 
dress changes, however, it is well 
to limit your selection to the most 
current correspondence. 


> While there are literally thousands 
of sources from which you can com- 
pile your own mailing lists, the job 
is frequently better and more eco- 
nomically handled by commercial 
firms who specialize in such services. 
There are two different 
services: 


types of 


1. List brokers 
2. List compilers 


List brokers are “middlemen” who 
locate companies and other organi- 
zations who have developed lists for 
their own purposes. They then ar- 
range rental of these lists for one- 
time use to others. The broker also 
arranges the addressing with an 
average addressing-royalty rate of 
$15 per thousand. The names are 
never sold outright. 
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> Lists are usually supplied in one 
of three ways: 

e Addressed on your empty envel- 
opes and returned to you. 





e Addressed on gummed labels. 





e Addressed on your envelopes 
which are then stuffed with your 
material and mailed for you. 

Some lists can also be supplied on 
sheets. 






The original owner retails com- 
plete control of the list at all times. 
He makes the final decisions about 
the mailers to whom the list is 
rented. The list owner also has an 
opportunity to examine a sample of 
each mailing piece before accepting 
an order for the rental of his list. 

To prevent theft, owners frequent- 
ly insert several dummy names in 
the list. These may include the own- 
er’s own name and those of his fam- 
ily or staff with fictitious middle 
initials or similar “checks.” 

The owner of the list determines 
the actual rate to be charged for his 
list. While the usual fee is $15 per 
thousand, it may be more or less. 
The broker charges a standard com- 
mission of 20°. 

The National Council of Mailing 
List Brokers has established a rigid 
code of ethics and effective safe- 
guards for the protection of both 
the owner of a rented list and the ad- 
vertiser who uses it. 

List compilers have ready-com- 
piled lists of their own. These are 
broken down into many different 
categories. For example, you can 
get the names of all the millionaires 
in the U. S., all car owners, all air- 
plane owners, etc. 

One of the major advantages of 
using these services is that the lists 
have generally been sifted for “dead 
wood.” In many cases they are also 
more complete than similar lists 
compiled by individual firms since 
many different lists are frequently 
combined to give extended coverage 
of specific groups. 






























> On a local level, letter shops and 
other firms specializing in direct 
mail usually have compiled lists of 
local and regional groups. Most na- 
tional list firms also have their lists 
divided geographically. 








Western Empire Opens 





New Couponing Service 






Group couponing in ten key East- 
ern and Midwestern marketing areas 
has been added to the services of 
Western Empire Direct Advertising 
Co.’s (San Francisco) “Brands You 
Know” program. The program had 
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previously been limited to Western 
states, Hawaii and Alaska. 

The addition of the new areas will 
bring the total “Brands You Know” 
occupancy coverage to aproximate- 
ly 8 million. First mailings to the 
new areas will be made in April 
and May. The new areas include 
Cleveland, Cincinnati, Columbus, 
Detroit, Indianapolis, Kansas City, 
Milwaukee, Minneapolis, St. Paul 
and Pittsburgh. 

One of the most important serv- 
ices of the “Brands You Know” pro- 
gram, in addition to the actual dis- 
tribution of coupons, is the promo- 
tion of active dealer support of the 
couponing. This includes two direct 
mail campaigns to provide retailers 
with the facts and data necessary 
for a well coordinated support of the 
products couponed in the specific 
areas. These mailings include pic- 
tures of the products couponed, cou- 
pon values, the dates of the coupon- 
ing and dealer point of purchase tie- 
in promotion banners. Tie-in news- 
paper mats are also available to 
retailers. 

Participation in each “Brands You 
Know” mailing is limited to six non- 
competing products in any market- 
ing area. Costs are shared equally 
among the participants, running 
from $7.50 to $12 per thousand, de- 
pending on the number of partici- 
pants. 

Additional information on the pro- 
gram is available from Western Em- 
pire. 


Polk Catalog Includes 
Over 6,000 Mail Lists 


Over 6,000 different mailing lists 
available from R. L. Polk & Co. 
(Detroit) are described and priced 
in the firm’s new catalog 80. The 
listings range from 47 abdominal 
support manufacturers at $3 to 55 
zoological gardens at $4. In between 
are such giant lists as 230,380 man- 
ufacturers, 550,000 school teachers 
and 243,758 retail grocers at $15 per 
thousand. 

All of the largest lists are broken 
down geographically by states in a 
special section of the catalog. Most 
of the larger lists are also subdivided 
according to occupational special- 
ties. 

The 36-page catalog explains 
many special features of Polk’s list 
services and tells of the complete 
direct mail service available. 


For your copy rcle No. 427 on the 
Readers’ Service Card near back 


GOOD 
IMPRESSIONS 


That's the basic principle of our shop. Every job must 
make a good impression . . . by being done right and 
fast! Our plant is complete, self-contained with the 
most modern equipment for— 
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Line or benday, combination or 
color plates. If it's for newsprint 
we're geared for daily paper pro- 







duction and especially skilled in 
color work. Serving many national chain store groups. 
Can we serve you? 


oe ' 
“ MAT MAKING 
cant J 

, ; Fast service on ten or a thousand 
mats. You furnish plates or we'll 
make cuts from your art copy, and 


mat. We'll package and ship your 
stores or dealer accounts. Save time! Save money! 


Shopping News Press 


| 5309 Hamilton ave. Cleveland 14, Ohio 
HEnderson 1-4444 Teletype CV-25 


CAN YOU ANSWER? 


@ What is the relative effective- 
ness of Ist class postage 
compared with 3rd class? 


@ What is the size limit of a 
catalog envelope necessary 
to enjoy minimum 3rd class 
postage ? 


@ What mailing combination of 
enclosures can be expected 
to bring best returns? 


Call Gaw-O'Hara for answers to your en- 
velope problems — no obligation... phone 
NE vada 8-1200 


500 N. Sacramento Bivd., Chicago 12, Ill. 


bAW-UHAKA 


MAKES ENVELOPES 
FOR EVERY NEED 


en 
QUALITY 








| Spbelin ¢ B 
ee Ed 


4 Steps 


o a Salespackage 


The Author 


Edward Gustave 
Jacobsson 


Merchandising & 
Packaging Consultant 


A prize-winning packaging con- 
sultant explains the seven basic 
essentials for creating packages 
that have the all-important abil- 
ity to attract customers. 


+ + + + + + 


Salespackaging, a word I coined 
many years ago, is any treatment of 
a product that attracts the eye, holds 
interest and causes sales. You can’t 
“create” a salespackage, but you cer- 
tainly can develop one. Provided, 
that is, you don’t covet a package- 
design prize, you don’t aim to achieve 
a certain standard of beauty ... and 
your all-consuming goal is increased 
sales for the product your package 
shelters. 

Here’s how you can go about de- 
veloping a salespackage: 


> First, take a good long look at the 
packages used by your product’s 
leading competitors. Your package 
must do one job: beat them all. It 
has to say that it’s better, for one 
reason cr another; maybe more sat- 
isfactory to use, or possibly more fun 
to have. Whatever it may be, your 
package has to say it immediately— 
few housewives anchor themselves 
in a supermarket aisle to weigh the 
comparative advantages of compet- 
ing items. 


» Now comes the job of making 
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a list of product's selling 
features: easier to make; to use: 
cheaper; more of it; better value; 
better taste, smell, feel. Maybe it’s 
ammoniated . . . or contains chloro- 
phyll. 

Once you've listed all the inherent 
advantages, you should then decide 
whether a picture, an illustration, 
or copy will get them across fastest. 
Recently, when I _ salespackaged 
Good Luck oleomargarine for Lever 
Brothers, I wanted to appeal to 
housewives who hesitate about put- 
ting margarine on the table when 
they have guests. A phrase used by 
the advertising agency (Hewitt, 
Ogilvy, Benson & Mather) served 
wonderfully: “Good Luck—the table 
margarine.” 

I placed the words right on the face 
of the package where they would in- 
fluence many cautious wives to serve 
Good Luck in what used to be the 
butter dish. Incidentally, when the 
Federal Trade Commission indicated 
objection to the phrase, it was re- 
vised to “Fine Table Margarine” 
and that equally effective description 
went onto the package. 


your 


> The third step is to examine the 
container itself, or your plans for 
one. Can you convert it, econom- 
ically, into a more convenient kind 
of box? Can the product be more 
easily dispensed from the package? 
It might be well to remember at this 
point that a patented feature of a 
package may be leased from another 
manufacturer on a royalty basis. One 
thing more: the use of new mater- 
ials in packaging, it has been found, 
practically insures additional atten- 
tion and invites sampling. 


> Now you're ready for the fourth 
step, the decision on package colors. 
Color creates the first and strongest 


impression on the potential customer. 
Your color or colors must offset at 
least the two leading competitors. 

Probably the two best colors are 
red and yellow. But if they’ve al- 
ready been used up by your rivals, 
you may beat them to the check-out 
counter with a white package. That’s 
especially true in view of the riot 
of colors found in today’s supermar- 
kets. The most fashionable colors at 
the moment are gold foil and aqua- 
marine. Several years ago Life red 
was the rage. Oftentimes, a single 
color will be the best bet. Take the 
case of Pall Malls, a one-color red 
best-seller. 

A word of caution about colors: 
avoid those that tend to make your 
copy illegible. You'll be very un- 
happy, for example, with white 
words on a yellow background. 

A package I recently worked on 
for Whitehall Pharmacal’s InfraRub, 
an analgesic cream for the relief of 
aches and pains, was designed spe- 
cifically for supermarkets. I think it 
shows effective use of aluminum foil 
because the package has the com- 
pelling attraction of a neon light on 
the supermarket shelf. The word 
InfraRub is in red, a metallic ma- 
genta dye, against a yellow back- 
ground. 


> The fifth step is naming the prod- 
uct. The name is part of the design. 
And it’s the ingredient in your pack- 
age, not the manufacturer’s name, 
that should get the large type. The 
best name for salt is salt; the best 
name for butter is butter. If there 
has to be a trade name for the item, 
then make it easy to read, easy to 
say, easy to remember. If the trade 
name is not too well known, then 
the copy on the package describing 
it should be in big, bold type. 
Sometimes symbolism is a good 
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Salespackaging Checklist Pai ee 
“Pos, 
Developing a_ salespackage, Pa Mtoe 
as Designer Edward Gustave Y 4 te, 
Jacobsson calls it, involves _ "% 


these steps: 


} successful ‘ 


1. Studying packages of chief 
rivals. 

2. Listing the advantages— 
selling features—of your prod- 
uct. 





3. Examining your package 
for greater convenience and 
ease in handling. start here 

4. Making your package col- ls 
ors more compelling than top 
two competitors. 
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5. Naming your product; ™ - 
‘ ; : : *%. - 
telling its ingredient. *e - 
. . **, e* 
| 6. Writing package copy that "tee, o 
~, * 
sells. M0. wer r 
’ *%e od 
7. Making sure you've got a tee, a . 
good product. "Pe. a 
Pee, “we 
“ee Pa 
Me, Pe 
idea. Not long ago I designed a label % ro 
for the new Burke’s ale, a product ‘ ¥ 


of Arthur Guinness Son & Co. For 
easy identification of the product I 
put a stylized version of the cat long 
associated with Burke in a prom- 


inent place on the label. The black ! r\ 2 \ LARVEX this easy modern 
cat appears against a gold and red ‘| v \ aie a) 
foil label which tests prove is easily mw 


distinguishable 30 feet away. 


> Next comes writing copy for the 
package. Label copy is far and away 
the most important that can be writ- 
ten for an advertiser. And here's 
what your label must tell, in the 
order of importance: 

1. What is it? 

2. What will it do—or make? 

3. How many will it make? How 
long will it take? Or, how long will 





HeD “SELMOR” DISPLAYS 
set up in a flash . . . display, promote, sell, 
dispense. Handsomely-Designed to boost 
extra “serve yourself’’ sales; to get that 
special promotion off to a flying start. 


Want to prompt impulse purchases 
of your product? Send for ‘‘How To Select 


Vending Displays That Increase Sales."’ 
Hinde & Dauch, Sandusky, Ohio 





The Old & The New ... The new pack- 
age for Lever Bros’ Good Luck margarine 
(shown on the left) is designed to sell the 
product as a table spread. A larger four- 
leaf clover trademark and a striking color our 65th year 
photo distinguish the new package. Another 


change from the older package is the ® 
shorter name ‘margarine’ instead of the McD 
older ‘‘oleomargarine.’’ A new process per- 

mits 175-line screen halftones used in the 


ir Maia, Authority on Packaging 
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Blue Ribbon Award ... This label de- 
sign for Burkes Ale won a blue ribbon 
Purr Award from the Empire Cat Club (New 
York). It was designed by author Jacobsson. 
The award committee said, “Because of the 
manner in which (the stylized black cat) was 
used, it did more to establish identity for 
its product than any other trade mark of 
its type 


it last? (Even if your product doesn’t 
make as much—or last as long—as 
that of the competition, the fact that 
you tell shoppers and your rivals 
don’t, gives you a sales advantage). 

4. How easy is it to operate? How 
easy to make something with? How 
easy to assemble, or take care of? 

5. How much does it cost? (It’s 
a pretty good bet that the larger you 
mark the price, the better bargain 
the shopper will think your product 
is. But if you omit the price she’ll 
think it’s too expensive for her 
purse. In any case, leave a space for 
the price. Even if the retailer never 
puts in a price, the customer will 
feel you're proud of the value you're 
offering.) 

6. Who made it? (The trade mark 





Like Neon . 
designed for sale through supermarkets, 
stops shoppers with a neon effect. The word 
InfraRub appears in red printed with a 
metallic magenta dye on a yellow back 


This package for InfraRub, 


ground 


84 


is only an identification of the maker 
or distributor. Shoppers aren’t look- 
ing for that; they’re after informa- 
tion. So keep the trade mark small 
and use it in its proper place where 
it will be a reassurance of quality.) 


> Now we’re down to the seventh 
step. Actually, it’s the step you 
should look into before you start 
doing anything else. It is this: make 
sure your product is good. 

The best package designer in the 
world can do nothing at all if he’s 
working with a product that’s no 
good. The average housewife can be 
enticed into buying a good package 
sheltering a poor product—but only 
once. And if you’re not in business 
for repeat sales, all this package ad- 
vice is not for you. 


AMA Gives Packaging 
Conference Details 


Close to 25,000 business executives 
representing every state and thirty 
foreign countries are expected at the 
American Management Association’s 
22nd National Packaging Exposition 
in Chicago, April 20-23, A.M.A. offi- 
cials have announced. The four-day 
show, together with its companion 
event, A.M.A.’s National Packaging 
Conference, will be the principal 
features of Packaging Week. 


Bigger than any previous show, the 
exposition will display the newest in 
packaging, packing and _ shipping: 
further enhancing its status as the 
annual market place for these activi- 
ties in all industries. Visitors will not 
only be able to see the machinery, 
materials and equipment, but they 
will be able to talk with the experts 
in each field. 

Details of the conference and ex- 
position are given in a colorful folder 
available from A.M.A. headquarters. 
The folder explains how to arrange 
hotel accommodations and tells of 
other arrangements. 


New Plastic Product 


Described in Brochure 


Arvey Corp. (Chicago) is offering 
a new three-color, six-page brochure 
describing and suggesting uses for 
its product, Lamcote packages. Ex- 
amples of 14 different customer uses 
of “window” packages — ranging 
from blanket packages to those for 
fancy colognes — are illustrated in 
the folder. 


SOS 





How to Pack It .. . A complete packag- 
ing portfolio in one volume, this new book 
illustrates and describes some 12 different 
styles and types of standard corrugated 
boxes, as well as 72 corrugated specialty 
boxes designed and engineered by Hinde & 
Dauch Paper Co. (Sandusky, O.}. The 30 
pages utilize a standard second color plate, 
printed in blue. Each product page has four 
illustrations. 


For your copy 
Readers 


circle No. 430 on the 


Service Card near back cover 


Packaging In Plastics 
Described by Monsanto 


Four ways to package in plastics 
are illustrated and described in an 
information-packed 24-page booklet 
being distributed by Monsanto 
Chemical Co. (Springfield, Mass.). 
The four basic methods described 
are custom molded packages, ready- 
made plastic boxes from stock molds, 
packages fabricated of Vuepak and 
plastic bottle caps and closures. 

Over 100 popular plastic packages 
are illustrated in the booklet. Also 
shown are molded and Vuepak dis- 
play fixtures and plastic premiums. 


For your copy, circle No. 431] on the 
Readers Service Card near back 


Bemis Explains New 


Quantacolor System 


Bemis Bro. Bag Co. (St. Louis) 
has issued a_ six-page, two-color 
booklet answering the why, how and 
what of its new Quantacolor service. 

The booklet, Bemis... Plus Quant- 
acolor, explains that Quantacolor 
“is a scientific yardstick for making 
absolutely sure of the relationship of 
color in any combination. It does 
not change the basic colors in a de- 
sign but selects the shades or tones 
of those colors that go best together.” 

The actual Quantacolor analysis of 
a customer’s brand is done by the 
Quantacolor Co. (New York) but is 
offered as an exclusive service by 
Bemis. How the Quantacolor system 
works and how the service can be 
adapted to various types of packages 
and labels is discussed in the booklet. 


Advertising Requirements 


Preferred Sources for Services and Supplies 


e Advertisements in this section limited to three inches 


CHARTS 


CHARTS... 


PRESENTATIONS 
We can help 
you make yours 
outstanding 


GRANTHAM GRAPHICS 


111 West Jackson Blvd. 
Chicago 4 


Phone WAbash 2-7751 


AUDIO-VIDEO TITLES 


TYPE TITLES 
for Video, Slidefilms 


or Motion Pictures 


Hot stamped on acetate from new, 
modern typefaces in white, black 
or color by experienced craftsmen 


KNIGHT STUDIO 
159 East Chicago Ave., Chicago 11 


PHOTOS — PRINTS 


photography PLUS printing 
Glossy 8x10 Photos. 1000—$55. 
Glossy Color Prints. 1OOM—1¢ ea. 
complete ONE STOP promotions. 


J.J. K. COPY-ART 
165 W. 46 St. N.Y. C. 
samples. price lists. Plaza 7-0233 


ARTISTS MATERIALS 


ihe ere 


SU SHOULD 
EVERY KNOW 


You'll be GLAD like FINDING MONEY In your old coat pocket! 

You SAVE 70c per can using SPREY, new push button fixative. ¢ A e 
e f k. Ad-men all over USA now ) 
buy SPREY DIRECT and SAVE. 12 oz. can $1.25 each byt 

for $8.10 of trial con $1.50. Send check ond WE PAY POSTAGE 
MONEY BACK GUARANTEE. Only SPREY hos built-in SAF 
protection. ORDER TODAY you won't be sorry 
ACROLITE INTERNATIONAL, Dept. 67, 12 Hollywood Ave., Hillside, N. J 
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@ DEALER HELP MATS 
@ NEWSPAPER ADVERTISING MATS 
e@ cuTs 


@ Quality @ STEREOS 


@ Service 
@ Dependability 


HArrison 7-1564 


727 S. Dearborn Chicago 


MONARCH 
MATRIX & STEREOTYPE 
CO., INC. 


FOR QUALITY 
LEA ea 
Pw aes 
MAT SERVICE 


MAT & STEREOTYPE CO, 


1441 FREEMAN AVE., CINCINNATI 14, O. 


TYPE SIZING 


FREE! $5, STRECHTYPE* 8 x 10" 


... Or $5. credit on a larger order. 
STRECHTYPE* will precisely 
make sharp photo copies of your 
type and art work, condense, wid 
en, slant, shorten or curve as you 
specify. This ad re-sized from 214" 
wide x1". (*Trade mark. Patent No. 2607268) 


(ERIC FH BARTZ.18W Kinzie St Chicago 10.1 


PHOTO-REPORTING 


PHOTO-REPORTS 
ON PRODUCT APPLICATIONS 
Nationwide organization of 500 capable 
Photo-Reporters provides effective way to 
obtain on-location photos, case histories, 
stories and releases 


For more information write or phone 


Park Place, Newark 2, N. J 


SICKLES PHOTO-REPORTING SERVICE 


TYPOGRAPHERS 


wae eee 
#2, Foreign Language Division ! 
Typesetting in English 
and ovet 600 
Languages and Dialects 


WORLD'S FOREMOST FOREIGN® 
i yy LANGUAGE TYPOGRAPHIC SERVICE 


It’s OK. with us 
IF YOUR ADS ARE SET BY OTHERS 


eeeeeeeee But that special one with the “mail 
® order touch’”’ we feel, belongs to us 

for somany reasons that you'll have 

JAY P tosee our FREE samples to know. 


WALK aavertising typography 


11 E. HUBBARD ST., CHICAGO 11,ILL. MO 4-6134 


EXHIBITS — DISPLAYS 


‘ . . eta : 
‘Superior Displays, Ine. 
Junius R. Teicu, President 
1112 Boylston St.—Boston 15, Mass. 


PoiNT-OF-PURCHASE DISPLAYS 


a a 


4 

‘ 

, CREATION TO INSTALLATION 
5 e 

) OVER-ALL COUNSELING 

4 

, PoINtT-OF-PURCHASE PROBLEMS 
4 * 

4 

4 

4 

4 

4 

4 

4 

4 

4 
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ROFESSIONAL INSTALLATION 


Winpow anp In teR1orR Disptays 


Twenty-five Years of Experience 


FFB I ILD IIIT 
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Advertising Specialties 


oe 


FOR TIMELY 


PROMOTIONS} 
' 


~) |. FABRIK-AD} 


Advertising 


9 
' 
' 
' 


Specialties 


- eee eewow woo wororororo-4 


' Juvenile caps, baby and restaurant bibs, 
thot dish holders, bowl covers and hun- 
'dreds of other items in cloth, felt, 
Paper or plastic film. 


Write for complete catalog 


FABRIKO INC. Greon'tck., wis 


owe ee ow ow woo owowowowwororor- 
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Acrolite-International ............. 
American Neckwear Mfg. Co........... 
American Type Founders............. 
Arlington Aluminum Company . 

Art Director & Studio News. .. 

OE, war werssaeeos 
Baver Alphabets, Inc.. 
Bertsch & Cooper, Inc...... 
Bolden & (o........... 


Collins, Miller & Hutchings, Inc. 


Consolidated Lithographing Corp....... 
Copeland Displays, Inc... .. 

Drey, Inc., Walter. 

Fabriko Inc. . 

Falulah Paper Company 

Filmack Studios . . 

eer 
Gaw-O'Hara Envelope Co... 

General Outdoor Advertising Co. 

Gilcar Corp. . 

Grantham Graphics 

Graphic Arts Corporation of Ohio... .. 
Graphic Enterprises of Milwaukee, Inc. 
| 
Hamilton & Sons, Inc., W. C. 

Harris Associates, Wm. Melish. . 

Hinde & Daouch.......... 


Huxley Envelope & Paper Corp......... 


Inland Lithograph Company 


Intaglio Service Corporation.......... 


International Color Gravure, Inc....... 


oS advertisers 
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Intertype Corporation. .. .Inside Front Cover 


De ia ste dhetennceaen 


Ivel Corporation 


Jahn & Ollier Engraving Company 


K & M Engraving Company 
Kaufmann Mat & Stereotype Co., The... . 
King Typographic Service Corp......... 


Kulka Electric Mfg. Co 


Knight Studio 
Lacey Corp., Merritt.......... 


Lanston Monotype Machine Company. . 
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sca tihite Bok guvnalinree oetnee Inside Front Cover 





Maher Printing Company, John 


gk eer 
Mardor Reproductions 


Martin Advertising Agency........... 
Miller Printing Machinery Company, The. 
Minute Man Line 


Modern Clock Adv. (o................ 
Monarch Matrix & Stereotype Co., Inc. 
Monsen-Chicago ...... 

Moss & Co., M. E..... 

Neenah Paper Company. . 

Nelson Associates Inc........ 
Noble Associates, Thomas B...... 
Northwestern Photo Engraving Co.. 
Oberly & Newetl Lithograph Corp... 
Ohio Advertising Display Co. 
Palm, Fechteler & Co.... 
Partridge & Anderson Company . 
Perfo Mat & Rubber Company. . 
Pioneer Rubber Company, The. 
PD oc Sin Garey ss wantin’ 


Pres-Sure-Stik Corp. 


Rapid Copy Service, Inc.............. 
RCA Victor Custom Record Sales........ 
Reilly Electrotype Company. ... 

Rogers Engraving Company........... 
Ee oe pe lavawiewsacmeawt 
RR Ss i ciiuire biinuaien eoSe 
Sander Engraving Co., Inc... 

Service Bindery Co., Inc 


Shopping News Press ................ 


Sickles Photo-Reporting Service... . 


Stivers Studio 


Superior Displays, Inc 
Superior Products Co. 
Tel-A-Story, Inc. 


NE inks woe eee Back Cover 


United States Printing and Lithograph Co. 


Unitised Lettering, Inc. .............. 
Volk, Jr. Art Studio, Harry 
Walk, Jay P 
Warren Company, S. D 


Warwick Typographers, Inc........... 
Western Newspaper Union 
World Air Brush Mfg. Co.............. 


X-Ray Visual Sales Method, Inc 
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Coming Conventions 


MARCH 
23-25 


31-Apr. 2 


APRIL 


28-29 


28-May | 


30-May 2 


30-May 4 


MAY 
1-3 


13-15 


14-15 


JUNE 
8-10 


10-14 


14-17 


14-17 


wk of 14th Lithographers Nat’l 


22-24 
27-July 1 


Folding Paper Box Assn of Amer- 
ica—Drake Hotel—Chicago 

Point of Purchase Advertising 
Inst.—Palmer House—Chicago 


Associated Business Publica- 
tions — Merchandising Contest 
Awards—New York 
Int’l Assn. of Electrotypers & 
Stereotypers, Inc. — Hotel Wil- 
liam Penn—Pittsburgh, Pa. 
Associated Business Publications 
Midwest Clinics—Drake Hotel 
—Chicago 
Associated Business 
Eastern Clinics 
Hotel—New York 
Associated Business 
—Industrial 
Milwaukee 
Packaging Mach. Mfg 
Sheraton Hotel—Chicago 
Am. Management Assn, 22nd Nat’! 
Packaging Exposition—Navy 
Pier—Chicago 
Nat'l Premium Buyers Exposition, 
20th Annual—Conrad Hilton— 
Chicago 
Am. Newspaper Publishers Assn 
annual convention—Waldorf As- 
toria, New York 
Am. Assn of Advertising Agencies 
Greenbrier—White Sulphur 
Springs. W. Va 
Am. Marketing Assn, Merchandis- 
ing Clinic — Hotel Roosevelt — 
New York 
Nat'l Assn of Radio & TV Broad- 
casters — Biltmore Hotel Los 
Angeles 
Southern Calif. Advertising Agen- 
cies Assn annual conference - 
Del Coronado Hotel—San Diego 
Associated Business Publica- 
tions—Homestead—Hot Springs, 
Va 


Publications 
-Roosevelt 


Publications 
Contest Awards- 


Inst 


Advertising Federation of Ameri- 
ca, 4th District Convention 
Floridan Hotel—Tampa 

Nat’l] Newspaper Promotion Assn, 
annual convention—Fort Shelby 
Hotel—Detroit 

Assn of Canadian Advertisers, 
Royal York Hotel—Toronto 

Export Advertising Assn Fifth 
Annual Int’l Advertising Con- 
vention—Plaza Hotel—New York 

Nat’l Assn of Transportation Ad- 
vertising — Santa Barbara Bilt- 
more—Santa Barbara, Calif. 

General Membership meeting—re- 
search engineering council of 
the Graphic Arts Industry, Inc 

St. Paul, Mnn 

Magazine Publishers 
Greenbrier — White 
Springs, W. Va. 

Nat'l Paper Box Supplies Assn 
Sheraton Plaza—Boston, Mass 
Southern California Advertising 
Agencies Assn. 3rd annual con- 


Assn — 
Sulphur 


ference—Del Coronado Hotel— 
San Diego 
Fourth coating conference of 


Technical Assn of Pulp and Pa- 
per Industry, Netherlands Plaza 


Hotel—Cincinnati 
Inland Daily Press Assn, spring 
meeting, Congress Hotel-——Chi- 


cago 


Nat’! Sales Executives—Chalfonte- 
Haddon Hall, Atlantic City, N.J 

Nat'l Business Publications. an- 
nual meeting—The Broadmoor 
—Colorado Springs, Colo. 

Int’l Graphic Arts Education 
Assn, Annual Conference on 
Printing Education—Hotel Stat- 
ler—New York 

Advertising Federation of Am 
annual convention—Statler Ho- 
tel, Cleveland 

Assn—Edge- 

water Beach Hotel—Chicago 

—s. Assn of the West— 
Annual Convention — Fairmont 
Hotel, San Francisco 

Nat’l Assn of Display Industries, 
“Christmas Conventions’’—Con- 
rad Hilton Hotel—Chicago 

Nat’l Industrial Advertisers Assn 
— Hotel William Penn — Pitts- 
burgh 

Newspaper Advertising Executives 
Assn—Somerset Hotel—Boston 

Nat'l Assn. Display Industries— 
Conrad Hilton Hotel—Chicago 
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The beauty of hand typography 


with the economy of machine composition, 


available only with 


MONO+p 


LANSTON MONOTYPE MACHINE COMPANY, 24th at Locust St., Philadelphia 3, Pa. 


BRANCH OFFICES: 116 Spring St., N. W., Atlanta 3, Georgia « 170 Summer St., Boston 10, 


Massachusetts « 216 W. Jackson Blvd., Chicago 6, Illinois ¢ 441 Lexington Ave., New York 17, New York 
55 New Montgomery St., San Francisco 5, California 


IN CANADA: Monotype Company of Canada, Limited, 77 York St., Toronto 1, Ontario, Canada. 


This ad set in Monotype Hess Old Style, No. 242, 8 point and 12 point. 
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. « « custom-made porcelain enamel letters by TEXLITE ! 


(i= letters of sparkling originality are fabricated 


and formed to individual distinction by Texlite. However 
unusual your identification design, it becomes a beautiful reality 
when translated by Texlite with custom made Quality Porcelain 
Enamel Letters in a palette of colors. For letter perfect signs 


...from A to Z... Texlite gives letter perfect service. 


ZAXMANISYOMONWINSIH949099V 


Write today for complete informatica 
Skilled Texlite engineers know how 
take care of your letter problems... w 
custom made letters of Texlite Qual 


Porcelain Enamel. 


MANUFACTURERS OF QUALITY PORCELAIN ENAMEL AND ‘Wy af <Q ia am oy 


PLASTICS FOR THE SIGN AND BUILDING INDUSTRIES 


GENERAL OFFICES: 3305 Manor Way, Dallas, Texas 


Branch Offices: Chicago, Denver, Detroit, Houston, 
New York, N. Y., Tulsa 
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